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Rough Proofs 


In quoting O. H. Cheney's variant 
of the what-the-country-needs wheeze, 
the printer made him say, “What the 
country needs is a $1.75 bill.” Mr. 
Cheney actually said, “What the 
country needs is a $1.75 dollar bill.” 
(Laughter.) You can see the dif- 
ference. 

* . * 

However, who am | to complain of 
fate and the printers’ errors when 
such a great one of literature as Alex- 
ander Woollcott has his troubles? 
Mr. Woolleott writes “Shouts and 
Murmurs” for The New Yorker. He 
had a piece about Rudyard Kipling 
a few weeks ago, into which the 
printer introduced one or more typo- 
graphical errors. Then Woollcott 
made the best of the situation by 
devoting a full page in the next avail- 
able issue to discussing the howcome 
of mistakes of that sort, including 
the old one about the editor who first 
accused a war hero of being a bottle- 
scarred veteran, and then corrected 
it the next week to “battle-scared vet- 
eran.” Woollcott’s article would have 
been fine, but maybe the printer got 
sore at him for beefing so much about 
the first mistake; because the head- 
ing of “Shouts and Murmurs” page 
came out, “On Topographical Errors.” 
What would you do in a case like 
that? 

* 7 * 

The Economical Drug Stores, in 
Chicago, advertise “gray hair restor- 
ers.” And-all along I had been think 
ing that it was the gray hair they 
didn't want to restore. 

* * 7 


“Victor-Radio with Electrola is a 
marvelous instrument,” opines John 
McCormack. “I have never heard my 
records sound so beautiful and nat- 
ural.” 

John is rapidly overcoming the 
handicaps imposed by his native mod- 
esty. 

. * a. 

“Our own trained men erect the 
fence and take Complete Responsi- 
bility,” says Cyclone. 

Well, you can’t ask for much more 
than Complete Responsibility, with 


*> * * 


Philco offers you “easy terms if 
you decide to buy.” And, of course, 
still easier if you don’t. 

a 7 . 

Albert Atwood is writing about cir- 
cular mergers. The only one you 
could recognize at first glance was 
that of the pie bakeries. 

* * * 


_ “Sensational new Chrysler ‘77’ and 
'70’—with new multirange gear-shift 


—usher in entirely new science of 
notor-car design and construction.” 

Why be so conservative? 

* ” - 

“Enchantment to help a hostess 
knit her guests into a cordial com- 

ny” is promised by Maxwell House 
‘Offee. 

The. only trouble with the old 
ethod was that in the knitting some 
f the guests dropped a few stitches. 

* * * 

I see that the Invincible Metal Fur- 
iture Company is offering a safe 
that looks like a file “for private doc- 
Hments or what have you.” My per- 
Fonal observation is that it is espe- 
Pially handy for what have you. 


* * * 


“Shaving with Squibb’s is always a 
we bracing romp through your 
card.” 

_Yeah—especially when the prepara- 
ton for the morning romp is having 


he Pullman porter rout you out of 
our berth at 6 a. m. 


U.S. MANDATE 
BARS “HEALTH” 
FROM ALL COPY 


Ultimatum Laid Down by 
Government 


“The use of the word ‘health’ in 
connection with foods constitutes a 
misbranding under the food and 
drugs act.” 

This quotation from a _ United 
States Government bulletin was pre- 
sented to a joint meeting of the Na- 
tional Canners’ Association and the 
National Wholesale Grocers’ Asso- 
ciation at the Hotel Stevens, Chicago, 
January 20, by Paul B. Dunbar, as- 


The “Health” Score 


Analysis of one issue of one week- 
ly magazine showed the following 
products being advertised as “health- 
ful”: 


Air, conditioned Bicycles 


Climate Cod liver oil 
Milk Oatmeal 
Rice Sauerkraut 
Shoes Soup 


Steel furniture 
Toilet paper 


Store refrigeration 
Tooth paste 


sistant chief, Food, Drug and In- 
secticide Administration, United 
States Department of Agriculture. 

Other speakers at this meeting 
were Dr. Morris Fishbein, who ex- 
plained the plan of the American 
Medical Association to check food 
advertising with the foods them- 
selves, as announced in the January 
18 issue of ADVERTISING AGE; Miss 
Lita Bane, associate editor of The 
Ladies’ Home Journal; and Walter 
H. Eddy, Columbia University profes- 
sor and director of Good Housekeep- 
ing’s Bureau of Food & Sanitation. 

The canners and wholesale grocers, 
most of whom have their own adver- 
tised brands of foods, sat in stunned 
silence as Dr. Dunbar gave this defi- 
nition of “health” from the Stand- 
ard Dictionary: 


Defines Health 
“Health is a condition of sound- 
ness of any living organism; that 
state in which all the natural func- 
tions are performed freely without 
pain or disease; freedom from sick- 
ness or decay.” 
“Logically, therefore,’ said Dr. 
Dunbar, who also criticised manufac- 
turers who are adding drugs to their 
products, ‘a health-giving product 
should be capable of creating this 
condition of health—of restoring the 
halt, the lame and the blind—of 
remedying every human disease from 
chilblains to cancer.” 
The definition in the Standard Dic- 
tionary is followed by this quotation: 
“Health is a better heritage than 
wealth.” 
“The gentleman who wrote that 
statement,” said Dr. Dunbar iron- 
ically, “was either a stranger to mod- 
ern advertising or a skeptic. If 
some of our modern advertising is to 
be believed, every commodity in the 
category, and including such widely 
differing products as foods and tooth 
brushes, drugs and electric bulbs, 
can be depended upon to mgintain 
and restore the health of users. 
“Health is no longer a better heri- 
tage than wealth. All we need is 
wealth and the proper advertising 
medium from which to select the par- 
ticular infallible health-producing 


Cory Cus. 


(Continued on Page 11) 


Washington, D. C., Jan. 21.—The 
Federal Trade Commission today dis- 
missed charges of conspiracy lodged 
against the American Association of 
Advertising Agencies and others, end- 
ing a case of transcendent national 
interest and one which has dragged 
along for seven years. 

The commission, it was stated, 
voted to dismiss the complaint on the 
ground that it lacked jurisdiction. It 
was said to be the sense of members 
that the practices charged were not 
improper, although the Commission 
did not go into the question of the 
fairness or unfairness of the prac- 
tices. 

The action of the Commission is 
believed to settle permanently the 
question of whether or not’ the 
agency commission of 15 per cent is 
legal. It was contended that the fact 
that an advertising agency received 
this commission, while it was with- 
held from an advertiser writing and 
placing his own advertising, consti- 
tuted a conspiracy. 

Commission Is Brief 

The Federal Trade Commission 
ended the case with this brief state- 
ment: 


“The Federal Trade Commission 
announces the dismissal of its com- 
plaint against the American Associa- 
tion of Advertising Agencies and 
four other associations, charging pub- 
lishers and advertisers with main- 
taining a minimum rate of commis- 
sion to be received by advertising 
agencies for advertising service, this 
rate being the differential between 
the gross rate charged the advertiser 
and the net rate received by the pub- 
lisher.” 

The other associations are the 
American Newspaper Publishers’ As- 
sociation, the Southern Newspaper 
Publishers’ Association, the Six-Point 
League and the American Press As- 
sociation. 

Final Arguments Heard 


Final arguments on the legality of 
the standard 15 per cent commission 
allowed by publishers to advertising 
agencies, on whether the fee is the 
result of a conspiracy and on 
whether adherence to this practice is 
in restraint of trade, were heard by 
the Federal Trade Commission on 
November 29. 


Four A’s Freed from 
Conspiracy Charges; 
Agency 15 % Legal 


Kugene W. Burr, counsel for: the 
Commission, argued that newspaper 
publishers and advertising agencies 
co-operate to maintain the 15 per 
cent charge as an agency commission 
for the handling of national adver- 
tising. 

“All advertisers,” he pointed out, 
“are required to pay the same rate, 
even though they may not use the 
agency, and may go to the additional 
expense of preparing their own ad- 
vertising.” 


Entered 


The five associations denied that 
the conditions cited called for action 
by the Federal Trade Commission. 

Mr. Burr alleged that all the re- 
spondents were trying to prevent 
newspapers from giving the direct ad- 
vertiser the advantage of the 15 per 
cent differential. 


“Instead,” he asserted, “although a 
direct advertiser prepares his own 
copy—much the same service per- 
formed by an agency—he must pay 
not only the standard rates charged 
by publishers, which include the 15 
per cent commission, but must bear 
the expense of employing“his own 4d- 
vertising staff.” 

Clark McKercher, counsel for the 
American Association of Advertising 
Agencies, summed up in these words: 


Denial Is 


A Normal Development 


“My answer to the charges is that 
the conditions complained of are not 
in any sense the result of agreement 
or combination and conspiracy among 
the respondents; 

“That there has been no restraint 
of any one’s interstate trade or com- 
petition; 


“That the practice, the scope, the 
kind and character of service in na; 
tional advertising, and relations of 
the parties, are normal developments 
over a long term of years, initially 
antedating the alleged conspiracy, 
and are in no sense artificial or 
strained.” 


Similar arguments were presented 
by Elisha Hanson, counsel for the 
American Newspaper Publishers’ As- 
sociation, and by Robert C. Beatty, 
counsel for the Six-Point League of 
New York and the American Press 
Association. 


New York, Jan. 24.—“The dismis- 
sal of the Federal Trade Commission 
complaint against this association 
jointly with the newspaper publish- 
ers,” said John Benson, president of 
the American Association of Adver- 
tising Agencies, “is of course a great 
relief, as the case has been dragging 
along for seven years and has in- 
volved an immense amount of work 
and considerable expense to both our- 
selves and the newspaper publishers. 
“But the discharge of the complaint 
will not make any material difference 
in our operations, as they have for 


many years been conducted and are 


Decision Vindicates 
Methods of Four A’s, 


Says President Benson 


now being conducted and will be con- 
ducted in the future along construc- 
tive lines of improving our industry, 
eliminating abuses and waste, estab- 
lishing equality of opportunity to all 
advertisers, and assuring a fair treat- 
ment of the advertising agency. 


“This policy would have been pur- 
sued whatever the issue of the Fed- 
eral Trade Commission complaint, as 
the two could not have been antag- 
onistic. 

“As a matter of fact, the complaint 
has always seemed to us rather ironi- 
eal, charging us with unfair competi- 

(Continued on Page 2) 


GRIGSBY-GRUNOW 
ALLOT$3,500,000 
FOR ADVERTISING 


Give Distributors Exclusive 
Territory 


That the radio field is far from 
down-hearted is indicated by the an- 
nouncement this week of the plans 
of the Grigsby-Grunow Corporation, 
Chicago, to spend $3,500,000 in adver- 
tising the Majestic radio in 1930. 

A feature of the campaign, as out- 
lined by Duane Wanamaker, adver- 
tising manager, is that the campaign 
will run much more heavily in news- 
papers than heretofore, with after- 
noon newspapers getting the call. The 
change will be at some expense of ad- 
vertising in magazines and on the 
posters. 

Another feature of the plan to sell 
$60,000,000 worth of Majestic radio 
sets in 1930 is that Grigsby-Grunow 
is now operating through 54 exclu- 
sive distributors, who have complete 
command of their territories, and 
who give Majestic enthusiastic sup- 
port as a result. 


Did $52,000,000 Last Year. 

Grigsby-Grunow is now making 
4,200 sets a day, and because of in- 
creased demands ‘from distributors, 
who were permitted to fix their own 
quotas for 1930, the company believes 
that 1930 will go ahead of 1929 in 
sales volume. The business last year 
passed the $52,000,000 mark. 

“The company made its first big 
success in the newspapers,” said Mr. 
Wanamaker, in explaining the new 
advertising plans. “We put over our 
battery eliminator largely by newspa- 
per advertising. 

“We are using 250 newspapers this 
year, not confining ourselves to any 
one paper in a community, but tak- 
ing advantage of the services of all 
the leaders in order to get the cover- 
age we want. In Chicago, for in- 
stance, we are using the Tribune, 
News and American. 

“The man is still the big factor in 
the purchase of radio sets, and we 
feel that the afternoon newspapers 
are our best bets in reaching men.” 

Educating Their Dealers 

The trade side of the Majestic cam- 
paign is getting a lot of attention, 
and the business papers are being 
used to put over the story of the Ma- 
jestic sales school. This is worked 
out through a bonus plan for retail 
salesmen operated by the distributors 
whereby the expense of the dealers 
and their salesmen, who are brought 
to Chicago for a week’s instruction in 
the Majestic sales school, are paid 
by the former. The school is operat- 
ed at the expense of the company. 

The subjects covered include ad- 
vertising and merchandising, sales- 
manship, window-dressing, personal 
appearance, ete. A number of well- 
known experts in these fields serve 
as instructors. When the week of in- 
struction is completed, the students 
are given a banquet, at which they 
are presented with Majestic rings and 
certificates showing that they have 
taken the course. 


Trade Is Aggressive 


The distributors are very much en- 
thused over the plan, which not only 
has won the support of the retailers 
and their salespeople, but actually 
makes for better and more aggressive 
merchandising on the part of the 
trade. 

The dealer papers in which the 
sales school is being advertised are 


| Talking Machine World, Talking Ma- 
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ADVERTISING AGE 


January 25, 1920 


chine Journal, Talking Machine and 
Radio Weekly, Radio Retailing, Ra- 
dio Retailer & Jobber, and Jobbers’ 
Salesman. 

The plan of dual distributor repre- 
sentation, which was tried out by 
Grigsby-Grunow in one or two terri- 
tories, has been discarded, and all of 
the Majestic distributors now “own” 
their territories in the sense that 
they have exclusive rights and are 
protected in their conduct of the 
business. 

Eliminate Other Lines 

“As a result of this plan,” Mr. 
Wanamaker said, “the distributors in 
most cases have eliminated all other 
lines, and are now engaged exclusive- 
ly in the Majestic business. The in- 
creased interest and support which 
they give to their single line of ac- 
tivity more than justifies the exclu- 
sive distribution plan. 

“Our distributors all have their own 
advertising and promotion depart- 
ments, and work closely with their 
dealers in promoting Majestic sales 
and tying up dealer effort with news- 
paper advertising placed directly by 
the manufacturers and by them- 
selves.” 

The 1930 campaign for “the mighty 
monarch of the air” includes a great 
many dealer helps, including electric 
signs, cut-outs, blotters, folders and 
all other modern merchandising ma- 
terial. 

“None of this is given away,” ex- 
plained Mr. Wanamaker. “The dealer 
pays for everything in the way of 
sales promotion material which he 
gets, even if it is only a few folders. 
In this way he learns the value of 
the material and does not waste it. 
Last year our department sold 9,000 
electric signs to our dealers.” 


Get Children’s Viewpoint 

To show the care with which this 
material is planned and distributed, 
the company actually interviewed a 
large number of school children to 
determine what kind of blotter they 
preferred. This resulted in blotters 
being provided in a size to fit the pu- 
pils’ pencil-boxes. 

No information has been given out 
regarding the advertising of the new 
electric refrigerator which it has 
been announced Grigsby-Grunow will 
manufacture, but it iS believed a na- 
tional campaign similar in size and 
character to that for’ Majestic radio 
will be developed. It will not start, 
however, before early next summer. 

Mr. Wanamaker, who has an adver- 
tising department with a personnel 
of 25, has been in charge of the 
Grigsby-Grunow radio advertising for 
three years. The advertising is placed 
through Hays McFarland & Co., 
Chicago agency. 


Clergy Direct Daily 


A. J. Lukaszewski will continue as 
general manager and active head of 
the Nowiny Publishing Company, 
owner of Nowiny Polskie, Milwaukee 
daily newspaper published in Polish 
and circulated nationally, though 
A. F. Wanta, Milwaukee realtor, suc- 
ceeds him as president. Other officers 
include three Catholic clergymen, 
with two other clergymen as direc- 
tors. 


New Field for Nordberg 


Cc. A. Nordberg, formerly publisher 
of Petroleum Age, has sold his inter- 
ests to Robert F. Patton. 

Mr. Nordberg has become general 
manager of the Trade Periodical 
Company, publishers of The Furni- 
ture Journal, Daily Furniture Jour- 
nal and The Embalmers’ Monthly, 
Chicago. 


Industrial Advertisers 
Cancel 1930 Convention 


Cleveland, Jan. 23—The Na- 
tional Industrial Advertisers’ 
Association will hold no conven- 
tion in 1930, President George 
H. Corey has announced. The 
next meeting of the organiza- 
tion will be in 1931, the time 
and place being undecided. 
The last meeting was in Cin- 
cinnati in October. 


Farmers Enjoy 
Most Prosperous 
Year in Decade 


Farmers made more money in 1929 
than in any year since 1920, accord- 
ing to the Agricultural Publishers’ 
Association, Chicago, which reports 
that crops, meat animals and dairy 
and poultry products contributed to 
the gain. 

Estimates of the cash income of 
farmers by the United States Depart- 
ment of Agriculture are: 1924, $9,- 
703,021,000; 1925, $10,160,415,000; 
1926, $9,715,007,000; 1927, $9,966,481,- 
000; 1928, $10,071,555,000. 

“The combined value of 50 leading 
crops,” said the association, “using 
principally December 1 farm prices, 
was $8,580,528,000 in 1929, compared 
with $8,495,788,000 in 1928. 

“While the estimate for 1929 will 
not be known for some time yet, since 
estimates of returns from crops are 
based on averaged prices for the 
period during which the crop is mar- 
keted, there is ample reason to be- 
lieve that there will be enough gain 
over 1928 to exceed the 1925 peak.” 


Talking Movies in 
Color, Available 
for Advertisers 


Sound movies in color will be the 
next development in advertising, 
P. L. Thomson, director of public 
relations of the Western Electric 
Company, New York, told the Chi- 
cago Advertising Council January 23. 

He demonstrated the sound movie 
idea, as applied to the sales promo- 
tion field, with a series of films, 
including those prepared for Stude- 
baker Corporation, Dodge _ Bros., 
Vogue and others. 

Mr. Thomson said that the conver- 
sion of the moving picture business 
to the sound idea has represented an 
expenditure of $500,000,000 by the 
producers of pictures and the owners 
of theaters, and that this expenditure 
insures the further improvement of 
talkies. Western Electric will spend 
$1,200,000 this year in research on 
this subject. 

He predicted that the campaign of 
the American Federation of Musi- 
cians, to unsell the public on “canned 
music,” would meet with ultimate 
failure. 

The talk and demonstration were 
heard by a capacity audience. 


——— 


New Accounts for Barthe 

The Salt Lake City Bottling Com- 
pany, Syracuse, manufacturer of 
Cremo ginger ale, has appointed G. F. 
Barthe & Co. to direct its 1930 adver- 


tising. A survey is planned. 


DECISION IS 
VINDICATION 
FOR AGENCIES 


(Continued from Page 1) 

tion, when we were really endeavor- 
ing to establish and protect fair com- 
petition between advertisers and be- 
tween agents, and to discourage dis- 
crimination in rates and that noi- 
some evil of which the Federal Trade 
Commission itself is an outspoken 
foe—rebating. 

“It has always seemed to us that 
we were operating as an efficient arm 
of the Federal Trade Commission in 
its policy of establishing fair play and 


John Benson 


competitive equality in business. 

“One of the gratifying aspects of 
the long drawn-out defensive en- 
deavor in this case was the whole- 
hearted loyalty of the newspaper in- 
terests to our cause, as co-respond- 
ents. They evidently saw in the case 
an unwarranted attack upon the ad- 
vertising agency's legitimate relation 
to the publisher and title to a differ- 
ential for the organized and skilled 
service rendered advertising, at high 
expense, in the interest of all three 
sides of the advertising triangle: ad- 
vertiser, agent, publisher. And _ in- 
deed this was the main issue upon 
which the case was finally tried. 

“It seems regrettable that an issue 
of this sort should require so many 
years of testimony and argument on 
both sides, involving so long a period 
of unsettlement and of expense to all 
concerned. It seems there should be 
some quicker way of determining the 
merits of a case.” 


Win Prizes for Defeating 
Empty Socket Evil 


A feature of the convention of the 
Great Lakes Division, National Elec- 
tric Light Association, at Chicago, 
January 21 and 22 was the awarding 
of prizes to member companies who 
have been most active and successful 
in combatting “the empty socket 
evil.” 

Kk. L. Hincliff, of the Middle West 
Utilities Company, Chicago, and 
chairman of the Merchandising Bu- 
reau, Commercial Section, N. E. 
L. A., presented prizes to these: 

Wisconsin Public Service Company, 
Michigan Public Service Company, 
Central Illinois Public Service Com- 
pany and the Wabash Valley Electric 


Company. 


See Section 45 Standard 
Rate & Data for details 


and rates. 


Catalogues are used for buying Why put an 
unnecessary obstacle in the buyer's way by 
making him wait for your catalogue when 


he’s ready to buy. 


File the Right 
Catalogue in SWEET’S 


and you will enable those in 15,000 offices who 
build and operate America’s biggest industrial 
plants to select your products immediately. 


Kind of 


Cheney Bros. Have New 
Merchandising Policy 


New York, Jan. 23—Cheney 
Bros, have included in their 
spring neckwear plans a pro- 
gram to meet increasing mer- 
chant demand for single colors 
in any set of neckwear. _In- 
stead of relying entirely on 
color selection, the firm has 
created pattern sets, each in 
one color, each set comprising 
six numbers. 

The customary procedure is 
thus reversed. The merchant 
chooses a set of patterns from 
any one desired color, instead 
of several colors from one pat- 
tern. 


SOME WON'T LET 
SLUMP HURT 
THEIR VOLUME 


Others Never Make Money 
Anyway, Says Bryson 


“Whether general business is up to 
110 per cent or down to 90 per cent, 
there are always some companies that 
will make money, and others who 
will lose it.” 

This was the statement of A. E. 
Bryson of Halsey, Stuart & Co., Chi- 
cago investment bankers, to 200 mem- 
bers of the Commercial Section, Great 
Lakes Division, who attended the 
school sponsored by the National 
Electric Light Association at the 
Edgewater Beach Hotel, Chicago, 
January 21-22. Mr. Mryson is presi- 
dent of the Financial Adveretisers 
Association. 

“Of course,” continued Mr. Bryson, 
“it is only the grossly inefficient who 
will lose when there is an excess of 
business, and again, it is only the 
genuinely efficient who will make 
money when the going is hard. 

A Banker’s Method 

“A prominent banker whose prog- 
ress was been the wonder and envy 
of his competitors has often made 
the statement that his organization 
always registers its greatest progress 
in periods of business adversity. The 
courage to undertake commitments 
which the fair-weather competitor was 
afraid to tackle, the tightening-up 
process which he required of his own 
organization when business came 
hard, and his dauntless faith in the 
future, recognizing business dips as 
mere incidents—these, I think, are 
the basis for his statement.” 

Mr. Bryson quoted the assertion 
that the difference between good and 
poor business is only about 10 per 
cent. That 10 per cent represents 
only the amount saved annually by 
the American people, hence it is only 
the banker, if anyone, who need feel 
seriously concerned, said the speaker. 

“The national income approximates 
90 billion dollars a year,” he said. 
“Take away 10 per cent and you still 
have 80 billion—certainly enough to 
provide an adequate market for the 
really efficient merchandiser. 

Who Should Worry 

“It is only the marginal factors. in 
industry—fellows who are accus- 
tomed to get by by reason of a sur- 
plus of business—who have cause to 
be concerned over the present situa- 
tion. 

“The attitude of the courageous 
business or individual under present 
conditions will be one, not of despair, 
but of aggressive determination to 
get business; of stimulated and more 
intelligent effort; of fact-finding an- 
alyses of his methods, his markets 
and his personnel. 

“He will match the 10 per cent 
less volume in sight with 10 or 25 
per cent more efficiency in every- 
thing that he does. 

“This is the time to give and de- 
mand a full day’s effort from every 
employe: It is the time to search out 
waste in time and materials, and to 
eliminate anything and anybody who 
is unwilling to measure up to more 
rigid requirements. 


wages, but it is distinctly a time for 


|; demanding that they be fully ; 
earned,” 


Adapting his theory to his listen- 
ers, Mr. Bryson pointed out that the 
electrical industry had hardly tapped 
its market. He told of his own com- 
pany’s predicament and how it~ 
was met: | 

The Broker’s Dilemma 

“Corporate bond offerings dropped 
from $4,973,000,000 in 1928 to $3,- — 
437,000,000 in 1929. Stock offerings 
increased from $3,425,000,000 to $4,- 
523,000,000 in the same period—a loss 
of 31 per cent on one hand, and an 
expahsion of @4*per cent on the other, 


“Many “bond distributors modified 4 en 
their policies“and took to the sale of pe 
stocks as well as bonds. A few stood on 
fixedly by their established policies bu 
and battled on. Our organization tai 
pursued the latter course. / mu 

“Instead of reducing effort, we in- | sh 
creased it. There was no curtalell giv 
ment of the sales staff, except among ‘ 
those unwilling to meet the required ver 
standards. There was a substantial the 
increase in advertising effort and by 
there was a persistent search for me 
ways of effecting economies and im- © cia 
proving service. 5 Pit 

“To make a long story short, 1929 pap 
went down in our history as the year’ @ ! 
of the largest volume of retail sales) rat 
and the largest number of new cus.) ¢reé 


tomers made.” j T 


AD VOICE OF ADVERTISER .. mer 
ciisiacimmiaacaiatas Ret 
aut) 
Newspapers of Pa, 
oy] sé A —_— , 
Will “Advertise” 
Will 
to Press Agents 
Jam 

Williamsport, Pa., Jan. 24.—The~ 
Pennsylvania Newspaper Publishers Fi 
Association will advertise to press _ 
agents, it was decided at the annual) 0°? | 
meeting here Monday and Tuesday, © = 
re 


A distinctive envelope will be used 
for the return of all unpaid publicity — May 


matter, which will be Sent, where '8 I 
possible, to the company employing) the | 
the writer. store 

The association heard that Penn) &Stal 
sylvania will spend $1,000,000 for ad-— In 
vertising through Pennsylvania. tail . 
Associated, Inc. 

Daniel N. Slep, of the Altoona) #4ve 


Mirror, was elected president, other 5Preé 
new officers being: } count 

Vice-president, Harry B. Heywood) ™4na 
Conshohocken Reporter; secretary.” the P 
treasurer, Howard Reynolds, Quarry °° 
ville Sun; executive committee at) the i 
large, C. J. Smith, Allentown Morn} Matec 
ing Call; Walter W. Krebs, Johns.) paper 
town Tribune; Henry Walzer) ects. 
Hazleton Plain Speaker, Standards 
Sentinel. __ The 

District No. 1—John C. Dye, Nor. [nstit 
ristown Times-Herald; William 0 
Heinley, Hamburg Item; District No 
2—L. 8. Tyler, Scranton Republican: , 
Braton R. Gardner, Montrose Inde 
pendent Republican; District No. 3— 
I. Z. Buckwalter, Lancaster Newspae’ 
pers, Inc.; C. B. Wolfrom, Shippens) ™ 
burg News-Chronicle. 

District No. 4—H. M. Turner, T¢ 
wanda Review; C. F. Boller, Por 
Allegany Reporter-Argus; Distric 
No. 5—Howard L. Christman, Wash 
ington Observer-Reporter; Hugh 
Kames, Clairton Progress; District 
No. 6—John L. Morrison, Greenvillt 
Argus; M. E. Barton, Conneaut Lak 
Breeze. 


advert; 
tended 
mature 
the ¢o 
present 
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Hobart’s New Line-Up 


E. E. Edgar has retired as gener! 
manager of the Hobart Manufactul 
ing Company, Troy, O., but will co? i 
tinue on the board of directors. 
has been succeeded by John 
Spencer, to whom all sales repo 
will be made with the abolition @ 
the position of general sales mala in 
ager, heretofore held by Mr. Spence! 

The main sales divisions and thel! 
heads are: Hobart direct selling % 
ganization, George Hayner; Hoba 
chain stéres and indirect sales, Gu 
Kichman, assisted by W. L. Faweett 
dishwashers, H. A. Nordquist; slici® 
machines, R. C. Brown. 


Coast A gencies Merge 


The Joseph R. Gerber Compal 
and Crossley & Failing, Inc., agenci@y 
of Portland, Ore., have merged 
Gerber & Crossley, Inc. J. R. Gerb 
is president; J. T. Crossley, Mac. 
Wilkins and John D. Simon, vie 
presidents, and Ralph H. Cake, 


“Finally, it is no time for cutting 


retary. Meet at 
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January 25, 1930 


ADVERTISING AGE 


‘| PRESS RESUMES | 
-| RETAIL SCHOOL 
“ON ADVERTISING 


ad @ 


| Pioneers in Service to Public 
a and Advertisers 


Pittsburgh, Pa., Jan. 24—Experi- 
encing success last year beyond ex- 
pectation, in its free course of study 
on advertising problems, the Pitts- 
burgh Press again is conducting a re- 
tail advertising institute, with a 
much larger enrollment than that 
shown when the first course was 
given. 

Six lectures by experts in the ad- 
vertising profession are included in 
the course, which is being attended 
by more than 400 advertising and 
merchandising men and women asso- 
ciated with Pittsburgh stores. The 
Pittsburgh Press was the first news- 
paper in the United States to conduct 
a retail advertising course, inaugu- 
rating the institute last year to in- 
crease the productivity of advertising. 

Two nationally known advertising 
men, William Nelson Taft, editor of 
Retail Ledger, and Kenneth M. Goode, 
author and advertising counsellor, 
‘a have delivered lectures this year. 

Mr. Taft spoke on “What is Wrong 
7? With Retail Advertising at the Pres- 
- ent Time?” on December 3, at the 


in- | 
ail- 
mg | 
red > 
tial © 
and 
for 
im- 


929 | 
rear | 
ales © 
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- William Penn Hotel, and Mr. Goode 
its on “The Future of Advertising” on 
_ January 7. 
The - Other Scheduled Lectures 
shers Frank H. Young, director of the 
press American Academy of Art, will speak 
anual) 92 “The Science of Advertising Lay- 
sday. | out” on February 4. The remaining 
used | three lectures, March 4, April 8 and 
icity | May 6, will deal with research and 
where # its place in advertising, advertising 
coving the modern department store, chain 
? stores and their effect on other retail 
Penn establishments. 
or ad) In establishing the Pittsburgh Re- 
ivanial tail Advertising Institute last year, 
the Pittsburgh Press pioneered an 
Itoone advertising movement which is 
other spreading rapidly throughout the 
' country. Frank T. Carroll, businéss 
y wood, | manager and advertising director of 
retary! the Pittsburgh Press, is director, and 
yuarry! J. Earl Shea is associate director of 
tee all the institute. The course was orig- 


aa inated by Mr. Carroll. Other news- 
' papers have launched similar proj- 
ects. 


Mor 
Johns: 
Walzer, ) 


andard» Reasons for Institute 


_ The Pittsburgh Retail Advertising 
Nor Institute inaugurated a second insti- 


sel 0 tute as a further indication of its 
rict. No belief, based on last year’s experience, 
iblicans) that the newspaper of today, and the 
eo intl future, must be founded on service 
No. 3-4 both to those who buy advertising 
awe _, Space, in making their investment 
hippent more effective, and to its readers, in 
Making advertising more attractive 
— Te) and informative. 
or, Por The course of lectures is not one of 
Distrie advertising fundamentals. It is in- 
1. Wash tended rather as advance study for 
: Hugi Mature minds capable of absorbing 
Distrid the constructively critical material 
reenvill presented. 
aut Lak on ra 


Pittsburgh Agencies Merge 


The C. K. Gummerson Company 
and the Farrar Advertising Company, 
. generil of Pittsburgh, have merged as Gum- 
S actu verson & Martin, Inc., with head- 
_ com uarters in the Nixon Theater build- 
Boks aing. G. B. Martin, for 14 years presi- 
peed yp (ent of the Farrar Advertising Com- 
= oa pany, is chairman of the board; C. K. 
s repo" sGummerson, president; Joseph Gum- 


-U p 


olitio® gy@erson, vice-president and G. P. Gum- 
; seed comuerson, secretary. 

. 4 thei]. The Farrar Advertising Company 
wlling m8 One of the oldest Pittsburgh 
5 Hoba ee having been formed in 
sales, GU st 

_ Faweett Sa 


May Change Dates for 
Direct Mail Convention 


st; slicia 


| Milwaukee, Wis., Jan. 24—Dates f 
e , Wis., Jan. ates for 
flerg ,f2e coming convention of the Direct 
Compa" ail Advertising Association in Mil- 


bs agencl? Waukee will probably be changed be- 


merged m ause of a conflicting meeting. 

. R. Get®™| The dates originally chosen for the 
y, a hdvertisers have also been picked by 
imon, V € Lutheran conference. Directors 


Cake, Spf the advertising organization are to 


ORIGINATED INSTITUTE 
IDEA 


Frank T. Carroll 


California Fruit 


Growers Spending 
Million a Year 


Los Angeles, Jan. 24—Figures 
compiled by W. B. Geissinger, ad- 
vertising manager of the California 
Fruit Growers Exchange, show that 
during its 22 years of advertising, 
it has spent $11,800,532 in sales pro- 
motion, of which 49 per cent has 
been expended during the last five 
years. 

During this period gross sales 
have been $1,355,493,000. Freight 
and refrigeration cost $379,828,000, 
net sales being $975,664,000. 

The advertising investment to date 
has been 0.87 per cent of the gross 
and 1.21 per cent of net sales. 

During this 22 years, the orange 
and grapefruit supply of the coun- 
try has increased 336 per cent, while 
the population has increased 39 per 
cent. The California supply alone 
has increased 232 per cent. 

The country’s supply of lemons 
has increased 86 per cent since 1903- 
04, while California production has 
increased 588 per cent. 

The advertising policy of the Cali- 
fornia Fruit Growers Exchange was 
determined by a test newspaper 
campaign in Des Moines in 1907, 
$6,000 being spent. At the close of 
1907, it was found that Iowa sales 
had increased 50 per cent, while 
the remainder of the country had 
shown a gain of only 17.7 per cent. 


Announce Curriculum 


for Dallas Course 


Dallas, Jan. 23.—Thoroughness is 
a’feature of the course of study out- 
lined by the Advertising Institute of 
Dallas for the term which started 
January 14. The course; sponsored 
by the Dallas Advertising League, has 
the following curriculum and faculty: 

James. £. Clark, marketing; Charles 
H. Newell, newspaper advertising; 
Harry McMains, magazine advertis- 
ing; Roy Cowan, direct-by-mail; W. 
B. Speeler, outdoor; M. R. Marlin, 
farm papers; James P. Simpson, 
screen advertising; J. Hugh Camp- 
bell, specialty advertising; Will S. 
Henson, business journals and house 
organs; Miss Lois Upshaw, industrial 
advertising; Beeman Fisher, utility 
advertising. 

Jtiian Capers, publicity 
place in business; Alfonso Johnson, 
trade-marks, slogans, copyrights; 
Harry D. Guy, merchandising service 
by newspapers; Donald Jones, selling 
advertising space; Mrs. C. I. Evans, 
advertising department organization, 
and Joe M. Dawson, admonition to 
those desiring to go into advertising 
as a profession. 


and its 


Joins Trav-Ler Radio 

Robert W. Bennett has joined the 
Trav-Ler Manufacturing Corp., St. 
Louis, as vice-president in charge of 
sales and advertising. He has been 
vice-president and general sales man- 
ager of the A. C. Dayton Company, 
Dayton, O. 


Hospital Has Agency 
Philadelphia, Jan. 23.—Jeanes Can- 
cer and Diagnostic Hospital, of Fox 
Chase, has retained the advertising 
agency of Roland G. E. Ullman, of 


meet at New York soon. 


Philadelphia, to handle its publicity. 


N. B. C, POLICY 
IS ENUNCIATED 
BY AYLESWORTH 


Has No Contracts with 
Associated Stations 


Washington, Jan. 23.—What was 
probably the most comprehensive 
statement ever made relating to ra- 
dio policy and radio advertising was 
presented to the Senate Interstate 
Commerce Committee, holding hear- 
ings on the Couzens Bill for control 
of communications, by M. H. Ayles- 
worth, president of the National 
Broadcasting Company. Henry A. 
Bellows also spoke. 

Although he has no objection to 
Federal regulation of radio broadcast- 
ing, Mr. Aylesworth pointed out that 
since engineering phases of radio 
broadcasting change almost daily, 
such regulatory measures should be 
highly flexible. 

“I regard radio broadcasting as a 
public service, but not as a public 
utility,” said Mr. Aylesworth. “It is 
not a monopoly. It is not a primary 
necessity and it is not paid for di- 
rectly by the public. Broadcasting 
prospers solely by giving acceptable 
service and receiving good will in re- 
turn. 

“Every sponsored program offered 
by the National Broadcasting Com- 
pany, no less than those for which 
we pay all of the costs, is subject to 
our refusal, and the program must 
meet our standards of quality. 

Censorship Is Automatic 

“But there is a higher authority. 
Radio programs are subject to the 
severest public censorship it is pos- 
sible to devise. Specifically, the lis- 
tener has but to turn a knob and 
that program, so far as he is con- 
cerned, is ended forever. Whenever 
a sufficient number of owners of re- 
ceiving sets tune out or fail to tune 
in, the broadcasting company is 
through.” 

Mr. Aylesworth said that his com- 
pany has given careful consideration 
to the concentration of power in the 
hands of a few men controlling a 
vast network of radio stations. This 
has led to the creation of a represen- 
tative advisory council to which ap- 
peals can be carried over the heads 
of operating executives. 

“The National Broadcasting Com- 
pany must be fair or the death pen- 
alty will be exacted by the public,” 
continued President Aylesworth. 

“Our hope of existence is depend- 
ent upon the public’s confidence. 
Even before we reach the public, 
we pass through the censorship of 
our associated stations. 

“We do not control them, nor even 
have contracts with them. They are 
free to refuse any or all programs. 
Consequently, if we offered objec- 
tionable programs, the units of our 
own network would destroy our or- 
ganization. All of these facts mark 
the sharp distinction between the 
National Broadcasting Company and 
a public utility.” 

Mr. Aylesworth followed with the 
assertion that his company is under 
no compulsion from its owners to 
show a profit, and that the primary 
aim is to “make the radio receiving 
set the most appreciated article in 
the American home.” 

Explains Ownership 

Ownership of the N. B. C. was 
ascribed as follows: Radio Corpora- 
tion of America, 50 per cent; General 
Electric Company, 30 per cent; West- 
inghouse Electric & Mfg. Co., 20 per 
cent. 

N. B. C. will borrow $600,000 from 
its owners this year to finance the 
Radio Music Company, Mr. Ayles- 
worth said. This is a new N. B. C. 
subsidiary just established to develop 
American music by American com- 
posers for radio transmission. The 
movies have bought most of the 
music copyrights, Mr. Aylesworth 
said, in explaining this move. 

Henry A. Bellows, one of the orig- 
inal members of the Federal Radio 
Commission, and now president of 
Northwest Broadcasting, Inc., oper- 


Nelson Chesman to 
Place Credit Campaign 


Frank C. Hamiiton, of Nel- 
son Chesman & Co., advertis- 
ing agency of St. Louis, will 
place the $7,000,000 campaign 
to be launched by the National 
Retail Credit Association to 
teach the American public the 
advantages of credit and the 
economic importance of meet- 
ing bills promptly. The cam- 
paign will include almost every 
known medium. 


ating Station WCCO at Minneapolis, 
appeared before the Senate Commit- 
tee as chairman of the legislative 
committee of the National Associa- 
tion of Broadcasters and advisory 
counsel for the Columbia Broadcast- 
ing System. 

Replying to William C. Green, 
counsel for the Senate Committee, 
Mr. Bellows said he could see no rea- 
son why the Federal Radio Commis- 
sion should fix the advertising rates 
of broadcasting stations. 

“It would be entirely possible, 
however,” he said, “to establish reg- 
ulations against possible rate dis- 
crimination—that is, a _ different 
charge for the same facilities to dif- 
ferent advertisers.” 


Ownership of Air 
Involved in Suit 
inMilwaukeeCourt 


Milwaukee, Jan. 24—Insisting that 
he is wielding weapons of the law for 
the benefit of all outdoor advertisers, 
Joseph T. Aultman, head of Joseph T. 
Aultman, Inc., Milwaukee, is raising 
questions of constitutional right in a 
suit brought against him in Milwau- 
kee County circuit court by the East 
Side Radio Company. 

An electric sign which flashes on 
and off upon the roof of a building 
close to the radio concern is alleged 
by it to interfere with radio recep- 
tion. The radio concern charges that 
the Aultman company and an auto- 
mobile concern for which the sign is 
maintained are “guilty of trespass of 
the air,” and an injunction is asked. 

After denying that the sign inter- 
feres with radio reception in the com- 
plainant’s store, the Aultman com- 
pany defends on the ground that 
many thousands of dollars are in- 
vested in “flasher” signs and that 
granting of the injunction would de- 
prive the company of property rights 
without just compensation or due 
process of law. 


Announces “Advertisers 
and Advertising Agents” 


, New York, Jan. 23.—Official an- 
nouncement of Advertisers and Ad- 
vertising Agents has been made by 
E. R. Crowe & Co. E. R. Crowe is 
president and treasurer of the new 
company, with Kenneth M. Goode as 
vice-president and editor. 

“The new publication will be edited 
to meet the requirements of 2,500 
men in agencies and advertising busi- 
nesses responsible for 90 per cent of 
the national advertising,’ said the 
announcement. 

“It will be a Time not only of the 
advertising field, but within its own 
scope, of the entire business field. 
The publishers hope to combine the 
weight of The Iron Age with the ease 
of reading of The New Yorker.” 

Harr F. Ranney will be managing 
editor. 


Blue Leads in Popularity 


New York, Jan. 23.—The continued 
sharp rise in the popularity of blue 
is the feature of the silk situation, 
according to Cheney Brothers. 

“The rise of this color family is 
independent of the popularity of navy 
blue, which also shows a rise for 
the month,” says the Cheney Color 
Index. 

“A marked tendency towards the 
use of black and white in combina- 
tion is noted in immediate fashion 
demand. Black is also combined with 
pastels. 

“Navy and white and navy and 
pastel combinations are also register- 
ing—in limited demand at present, 
but will increase in volume, .replac- 
ing the immediate use of black and 
white.” 
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SERVIGE GAN'T BE 
TRADE-MARKED, 
IS RULED AGAIN 


Other Significant Decisions at 
Washington 


Washington, Jan. 283—A _ service 
cannot be trade-marked, the Patent 
Office has ruled once again. The 
Dinks L. Parrish’s Laundry Corpora- 
tion endeavored to register a label 
for laundered articles, and appealed 
from the ruling of the first assistant 
commissioner of patents that such a 
trade-mark can be granted only to 
“an article of manufacture.” The 
decision was affirmed, numerous pre- 
vious cases being cited to show that 
“a print must indicate the article 
upon which it is to be used.” 

A significant case was that in 
which the Commissioner of Patents 
held that “Jenny Wren” could not be 
registered as a trade-mark for the 
Lange Canning Company’s canned 
vegetables, because the mark con- 
stitutes the name of the opposer, the 
Jenny Wren Company, flour manu- 
facturer. 

The examiner of interferences held 
that the goods of the two concerns 
are not of the same descriptive prop- 
erties, thus sustaining the principle 
that “no one is entitled to such 
broad protection of his trade-mark 
as to have the right to its exclusive 
use for all food products.” 

But this principle must yield to an- 
other, it was held, and the corporate 
name of a company cannot be appro- 
priated by another manufacturer for 
use as a trade-mark. 


Credit Association Wants 


Recurring Retail Data 

Washington, Jan. 23.—The Depart- 
ment of Commerce is considering a 
petition made by the National Retail 
Credit Association whereby regular 
reports will be issued semi-annually 
showing sales and credit data of six 
types of retail stores in 21 large 
cities. These reports would include 
data on credits, collections, percent- 
age of business done on credit, in- 
stalment sales, and related spbjects. 

The lines of trade to be covered in- 
elude department stores, furniture 
stores, hardware, men’s clothing, shoe 
and women’s specialty stores. 

The petition was inspired by the 
national retail credit survey, results 
of which are now being compiled for 
publication. 


Changes in Smith Staff 


The W. R. C. Smith Publishing 
Company, Atlanta, has made a num- 
ber of changes and additions in its 
Chicago advertising staff. Fred Had- 
ley is now Chicago representative for 
Cotton and Southern Power Journal. 
L. E. Allen is now devoting all his 
time to Electrical South. George E. 
Townsend, who has been with the 
General Airplane Corporation, Buf- 
falo, has become the Chicago repre- 
sentative of Southern Aviation. 
Lloyd Willoughby is now devoting 
all his time to Southern Hardware 
Journal. 


Distribution Census Begins 


Washington, Jan. 23.—The census 
of distribution has officially begun. 
Fifty special agents of the Bureau of 
the Census have begun canvassing 
mercantile establishments in the Dis- 
trict of Columbia having annual sales 
of less than $60,000. Larger estab- 
ments will be covered later. 

These agents, who have received 
final instructions from the Bureau of 
the Census, will be sent to other parts 
of the country as supervisers of the 
census of distribution and manufac- 
tures. 


McGraw-Hill Add to 
String 

The McGraw-Hill Publishing Com- 
pany, New York, will begin publica- 
tion of Electronics in April. The new’ 
monthly will cover industries devel- 
oped following the discovery of the 
electron. 

M. E. Herring will be director and 
O. H. Caldwell, former member of the 
Federal Radio Commission, editor, 
with M. Clements as sales manager. 
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The Typographical Worm Turns 


The formation of a permanent 
body to pass on advertising type 
faces, as reported in ApverRTISING AGE 
for January 18, marks the first vig- 
orous effort to repeal the invasion of 
the army of illegible type faces mas- 
querading under the all-embracing 
term of modernism. E. M. Diamant, 
of the Advertising Typographers of 
America, New York, is chairman, and 
E. G. Johnson, of the J. M. Bundscho 
Company, Chicago, is vice-chairman. 
They have a real opportunity to 
serve advertising. 

The first job of an advertisement 
is to get itself read, and no matter 
what else can be said in favor of 
some of the newer types, they do 
not encourage reading. They may 
be “distinctive,” “unusual,” “artis- 
tic’ and “modernistic,” but they are 
not readable. That small detail, 
however, has not prevented their 
use, and some of the people respon- 


sible for advertising composition 
have produced monstrosities which 
have made the general public won- 
der whether they were looking at a 
new kind of cross-word puzzle, or 
examples of nineteenth century ty- 
pography rescued from the files of 
the village paper at Horse Cave, Ky. 

We are not of the belief that be- 
cause a type face is new, it’s unde- 
sirable. Far from it. Men like Bern- 
hard have contrbuted a lot to the 
development of advertising art from 
the typographical standpoint. But 
we are looking to Messrs. Diamant 
and Johnson, and their associates, 
to protect the advertising world from 
the acceptance of type faces which 
by their very design are not built to 
carry the advertiser’s message to the 
buying public. 

Gentlemen, ADVERTISING AGE wel- 
comes you, and predicts for you the 
heartiest support of the advertisers 


of America! 


Standardization a Basis for Group 
Selling 


One of the most noted develop- 
ments of the past few years in the 
advertising field has been the group- 
ing of mediums of all kinds, for the 
purpose of presenting to the adver- 
tiser service in a form which is most 
convenient and acceptable to him. 

We have groups of magazines, 
groups of newspapers, groups of bus- 


iness papers, groups of farm papers. | 


In the January 11 issue of ApvERTIs- 
1nG AGE the grouping of big-city thea- 
ter programs under the name of 
The Playgoer was reported. In that 
case, as in others, the standardiza- 
tion of the medium, as to mechan- 
ical requirements, rates, etc., was 
one of the first requirements, since 
the advertiser can deal with a group 
to advantage only when the proposi- 
tion is simplified through the stand- 
ardization of details. 

The outdoor advertising field has 
enjoyed its greatest development 
through standardization. The Out- 
door Advertising Association of 
America, Inc., has set up standards 
for posters, bulletins and other forms 
of outdoor publicity, and these, as 
the result of five years’ work by 


local plant-owners, have been put 
into effect. The result is a greater 
availability of the medium for the 
use of the national advertiser. 

The standardization of the medium 
usually leads to the next step, which 
is the development of market infor- 
mation upon which the use of the 


group may properly be based. The 
various groups have been progres- 
| sive enough to see this, and some of 
|the best information about markets, 
local and national, now in the hands 
of advertisers and agencies has been 
produced by these groups. The book 
issued by the 100,000 Group of Amer- 
ican Cities, Inc., is an excellent ex- 
ample. 

We believe that the advertiser of 
1930 is interested keenly in the use 
of advertising which is flexible, 
adapted to his needs as to distribu- 
tion and marketing, and definitely 
related to his sales plans. Hence 
we see a growing opportunity for 
groups, formed with reference to 
their common characteristics as to 
readers and markets. The examples 
which have been given point the 
way for their successful development, 


Uncle Sam Is Marketing-Minded 


Formerly the Department of Com- 
merce and other sources of statis- 
tical information produced a vast 
body of facts and figures, most of 
which were not used, simply because 
they were not organized or pre- 
sented in terms of use. They were 
fine for academic purposes, for the 
uses of the economist or historian, 
but exceedingly limited in applica- 
tion to the current needs of the ad- 
vertiser and marketer. 

Now the Department brings out 
its Market Data Handbook of the 
United States—a term which imme- 
diately suggests the approach which 


has been made to business statistics— 
the needs of the man who is looking 
for places to sell his products. 

The Census of Distribution is be- 
ing set up in a form indicated by 
the business men who are to use it. 
Its value will undoubtedly be tre- 
mendously increased because of this 
fact. 

Advertisers who think they are not 
getting the information they need, 
of a basic statistical character, are 
urged to consult Robert P. Lamont, 
Secretary of Commerce. They will 


receive a sympathetic hearing. 


14. Specimen Book of Continental 
Types. 

This book consists almost exclu- 
sively of imported faces. “Out of the 
hundreds of types issued,” says the 
introduction, “each foundry has in 
the course of time succeeded in cre- 
ating one or two superlative faces.” 
These faces have been collected into 
this 140-page volume. Published by 
Continental Typefounders’ Associa- 
tion, Inc., New York. 


15. Futura, the Type of Today and 
Tomorrow. 

This folder pays tribute to the new- 
est face developed by this type 
founder. Other literature is avail- 
able on borders and ornaments, fea- 
tures which appear to have been 
somewhat neglected in the develop- 
ment of type faces. Another booklet 
describes Bernhard Brushscript, 
which is, as the name implies, a 
script. Published by the Bauer Type 
Foundry, Inec., New York. 


16. Trends and Indications. 

This is a 12-page publication de- 
voted to significant statistics and 
facts on various phases of produc- 
tion, distribution and advertising. 
There are very few advertisers who 
will not find something of interest in 
each monthly issue. Published by 
Dorrance, Sullivan & Co., New York. 


17. Your Competition. 

This 18-page booklet presents in 
striking style the facts about the 
competition between industries, show- 
ing the sums spent by the United 
States for radio, amusements, auto- 
mobiles, etc. The entire national in- 
come of $92,715,000,000 is accounted 
for and the inescapable inference is 
that the manufacturer who wishes to 
sell his product must supplant some 
present favorite. Published by Critch- 
field & Co., Chicago. 


18. Philadelphia, the Third Largest 
Market in America. 

This is a single jumbo sheet, con- 
taining maps and the salient statis- 
tics about Philadelphia and its sub- 
urban trading area, with some facts 
about the newspaper issuing it. Pub- 
lished by The Evening Bulletin, Phila- 
delphia. 


19. Adequate Profits, What They Are, 
How to Insure Them. 

This 30-page booklet presents a 
short treatise on the source of profits, 
which “are the result of the proper 
co-ordination of all phases of a busi- 
ness.” It also describes the four di- 
visions of the company’s service, in- 
cluding an industrial engineering di- 
vision, economic and accounting di- 
vision and industrial research divi- 
sion. Published by Bigelow, Kent, 
Willard & Co., Boston. 

20. Farm Conditions. 

A monthly bulletin describing the 
agricultural situation in general and 
the position of many farm products 
in particular. 
ricultural Publishers’ 
Chicago. 


21. The Hospital Field. 


Association, 


An interesting analysis of the big 


hospital field and how to reach it. 
This eight-page folder indicates that 
none of the existing publications has 


complete coverage of the buying 


power of the field and that it is nec- 
essary to use two or more papers to 


do a good job. Published by Hos- 


pital Management, Chicago, 
22. An Announcement. 


The Galloway Lithographing Com- 
vany, of San Francisco, recently con- 
solic “ted with the Schmidt Litho- 
The 
latter celebrate.” the occasion by issu- 
ing a jumbo folder “ich is the ulti- 
mate in a colorful smash. Worth any 


graph Com ‘vany, of that city. 


advertiser’s attention. 


Published by the Ag- 


“Lapin, eh? 
Don’t tell me! 


I used to keep rabbits.” 


January 25, 1920 


DEMONSTRATING THE VALUE OF TRADE NAMES 


Copyright 1930 by The New Yorker. 


An Estimate of 
Edward W. Bok 


To the Editor: When Edward W. 
Bok, realizing that “there hung about 
the advertisement a legacy of the P. 
T. Barnum theory of advertising 
which did not always square so much 
with the article behind it as it did 
with a flamboyant manner of present- 
ing the article to the prospective 
patron,” created the Harvard Adver- 
tising Awards, he did a great service 
for business and for the entire com- 
munity. 

But his true greatness is for the 
present clouded by the publicity at- 
taching to this one achievement. 

Edward W. Bok is unique in Amer- 
ican history on at least two counts: 
First, his genius was many-sided, 
whereas most great American names 
stand for a single achievement; sec- 
ond, he effected worthy reforms, 
whereas many American reformers 
are traditionally impractical. 

Other names have held the spot- 
light in woman’s suffrage, but Bok’s 
work in the manifold phases of fe- 
male emancipation has been incom- 
parably effective. 

Political factors have shouted from 
the housetops about fairness in busi- 
ness practice, but Bok’s exposé of 
medicinal evils gave the cue for this 
development. 

When the nation was brooding over 
the wounds of war, it was Bok who 
gave form to public sentiment to abol- 
ish war. 

No future events can detract from 
the American Peace Award, but its 
full value still remains to be ap- 
praised. 

The abolition of war is the fore- 
most desideratum, The essentials 
of reform are understanding, fairness 
and deliberate action. Bok promoted 
the intellectual liberation of half of 
our population. He encouraged fair- 


23. The J. Walter Thompson Ne, “S {ness by exposing conspicuously unfair 


Bulletin. 

This monthly house paper of the 
New York advertising agency is con- 
siderably different from the majority 
of publications issued by agencies to 
tell their own story. It sells by in- 
direction, discussing salient features 
of advertising-merchandising cam- 
paigns instead of printing snappy 
items about trends and’ production. 


Csalings. He furthered deliberate 
action’ toward the ultimate reform by 
providing * vehicle for co-operation. 
Let us rer. “ember Edward W. Bok 
for his mighty “tributions to the 
cause of peace. 
Bernarp LiCUtTENBERG, 
President, Association of 
National Advertisers. 


Voice of the Advertiser 


| 


Note from High-Powered | 
Executive 


To the Editor: We are enclosing — 
check for $1 to cover subscription for 
a year to ADVERTISING AGE. 

We note in your editorial that 
presidents and other high-powered 
executives are permitted to subscribe 
to ADVERTISING AGE provided they re- 
main very quiet and let the adver- | 
tising managers do all the talking. | 
This will be all right with us, and— 
we agree that our highpowered ex-— 
executives will all keep quiet except — 
when they make a noise like a check. — 

Trusting that with this essurance 
our subscription will be duly ac 
cepted, and wishing you every suc- 
cess in your new undertaking. . 

Tom H. Deverkaux, 
President, The Farrington Com- 
pany, Chicago. 
* > oe 


Congratulations from 


F. A.A. 

To the Editor: Volume 1, No. 1 of, 
ADVERTISING AGE came to my desk. 
this morning, and I must take the 
time to congratulate you on this 
splendid edition. If the following 
issues are as good as this one, I am 
sure you are in for a wonderful 
time. I know you can put this over, 
because you have done other things. 
in the advertising field. 

I am taking advantage of your. 
column, “Information for Advertis- 
ers,” and would like to get copies of 
some of the literature I have checked. 

Preston E. REeep, 


Executive Secretary, Financial 
Advertisers’ Assn. 
* * * j 
“Will Fill Important 
Place”’ 


To the Editor: I have read AD 
VERTISING AGE with a great deal of. 
interest. 

If the first issues are any indica 
tion of what we may expect in the 
future, it will certainly fill an im 
portant place in the advertising pub 
lication field. e 

ALLEN H. SEED, JR., | 

Vice-Pres., Jordan Advertising — 


Abroad, Inc. | 
| 


Conybeare Promoted 
S. E. Conybeare, director of adve 
tising for the Armstrong Cork CoD 
pany, Lancaster, Pa., has been maé 
assistant general manager of thé 
cork division. He has been sv 
ceeded by Kenyon Stevenson. 
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January 25, 1930 


ADVERTISING AGE 


STANDARD CIRCULATION FORM DEVELOPED 
BY FOUR A’S AND N.A.N. A. M. 


Form B 


AUDITOR’S REPORT 


SAMPLE PRESS ASSOCIATION 
Circulation Audit Bureau 


BLANK HOTEL SAMPLETOWN, ILL. 


7 Report for 12 months ending Dec. 31, 1929 
9 Average Weekly Net Paid: 


MALL DEALERS PAID CARRIERS 


4513 38 218 27 


10 Average Weekly Unpaid Distribution: 


ARREARS OVER 6 MOS. TOTAL SERVICE COPIES 


48 25 20 


| Total Gross Distribution 


12. Distribution geographically for the issue of Sept. 12, 1929: 


IMMEDIATE TERRITORY 


County and Subdivisions 
Washington en 
Lincoln, except Townships Exeter, Grafton, 
Strang, Sutton ane . “* 


Population Urban 
18,051 613 


11,450 385 


Madison 
ee 295 
Edwards Township . . 895 146 
Powler Precinct .. a 138 
Hammond Borough 756 77 
Russell District .. xsx a 1,015 101 
| ARES) 
Jefferson 
Harrisville Township —........—... 860 39 
Welton Borough ......... . $13 12 
Total . — — 1,373 3 
Total— Immediate Territory 36,047 1,806 


OUTSIDE IMMEDIATE TERRITORY 
All Others sea 
TOTAL NET PAID 


BLANK STATE 
SAMPLETOWN 
1 County _.. Amytield 
Publication Herald 
3. Year Established - —s 
4 Present Ownership —35 years 
5. Publisher _ John J. Smith 
6. Published .. ion Thursday 
8. Date Audited ...October 15, 1929 
13 Other Papers: Immediate Territory! 
hy kl :| 
ons Cities with daily or weel MY papers:| 
16 North Fairmont, 8 mi.; South—) 
Oblivion, 21 mi; Bast—None;, 
West—None; Exeter, 13 mi. 
 acceaenaee 14 Circulation Methods: 
93 Subscription Rates—Regular: 
C—O $2.00 per year 
Office Sales Se. per copy 
\ 4908 | 
Dealers ... é None 
Carriers — 
Special Rates— 
Trial .. None 
Rural Total Short Term None 
5 
= ae Bulk None 
4i3 798 : 
15 Allowances on Returns: 
126 421 
83 229 None of Record. 
21 159 
18 I 
oan _133 16. Premiums, Contests, Clubbing Of- 
a seer fers and Other Inducements: 
None of Record. 
0 ” 
& 20 
~"s _" 17 Other Subscription Sources: 
Employes Canvasser—Salary. 
1,627 3,433 
18 Explanatory Remarks 
4860 
4919 


Certifications: 

We certify that the facts herein reported are in conformity 
with and supported by all the requirements governing this 
audit 


< 


WILLIAM A JONES COMPANY 
Pubhe Accountants 


By 


Auditors 
HENRY L. BLANK 
MARY F SAMPLE 


Ready to Start 
on Country-wide 
Newspaper Audit 


Lincoln, Neb., Jan. 24.—A standard 
form for a count of circulations of 
newspapers which are not members 
of any accredited auditing organiza- 
tion has been adopted by the National 
Association of Newspaper Associa- 
tion Managers, working with the 
American Association of Advertising 
Agencies. 

Ole Buck, secretary of the former, 
has been in Nebraska for several 
weeks, supervising an audit of Ne- 
braska newspapers. 

He reported that 115 papers in this 
state have been audited thus far. 
This is 25 per cent of the total, and 
Mr. Buck believes that at least 50 
per cent will eventually submit their 
circulation figures for a check. 


The form will be used in a nation- 
wide effort to obtain certified 
circulation figures of newspapers, 
particularly the smaller ones which 
have not the resources to initiate 
this work. Completion of the project 
will make it possible for advertisers 
to buy space in country newspapers 
with a definite knowledge of the 
number of readers they are reaching. 

The following rules govern the 
auditing of country newspaper cir- 
culation: 


Serves as Training School 


“These rules shall conform as 
closely as circumstances will permit 
to the rules of the Audit Bureau of 
Circulations, making this work in 
fact a training school for admission 
to the Audit Bureau of Circulations. 

“The auditing of country news- 
paper circulations shall be primarily 
under the jurisdiction of Newspaper 
Association Managers, Inc. However, 
representatives of the National Edi- 
torial Association and the Four-A 
committee will act with this organ- 
ization in an advisory capacity, and 
give such assistance as may be re- 
quired, or possible, in carrying on 
the work. The purpose of this agree- 
ment is to make the work national in 
its scope and to encourage the use of 
standardized forms. 

“The actual work of auditing shall 


Standard Audit Report Form. 
Adopted by Newspaper Association Managers, Inc. and A.AsAsA. 


be under the direction and super- 


We hereby certify that this audit was made according to the 
By-Laws, Rules and Regulations adopted by Newspaper Associa 
tion Managers, Inc.. and approved by the National Eduonal 
Association. and under the direction of the Blank Press Association 


JOHN W SMITH, Secretary, 
Sample Press Association 


OLE BUCK, Secretary, 
Newspaper Ass'n Managers. Inc 


vision of individual state or regional 
associations. In states not under the 
manager form of organization and 
not with an organization that is pre- 
pared to undertake such work, ar- 
rangements may be made with a 
manager in a neighboring state, or 
the work may be handled through 
the National Editorial Association. 

“Newspaper Association Managers, 
Ine., will arrange for an annual con- 
ference with its advisers for the pur- 
pose of studying the results of 
auditing country newspaper circula- 
tions, planning for the future, mak- 
ing necessary revisions, etc. 


Must Have Annual Audit 


“To be considered an audited paper 
a complete official audit shall be 
made once each year and cover a 12 
months’ period. Papers must be re- 
moved from the audited list if this 
provision is not complied with. 

“No audited paper shall publish or 
advertise any claims concerning its 
circulation except official reports, or 
claims which can be verified by ref- 
erence to official reports. Auditing 
authorities shall not be quoted ex- 
cept as authorized. Papers not 
audited, and claiming to be audited, 
will be promptly dealt with. Publish- 
ers advertising or claiming figures in 
excess of totals shown by an author- 
ized audit must immediately submit 
to a new audit, or be removed from 
the list of audited papers. 

“Immediately upon the completion 
of an audit the field manager shall 
supply agencies with a brief digest of 
the audit. Printed reports should be 
supplied as soon as possible. He 
shall also report papers not :eaudited 
within the twelve months’ period, 
papers claiming to be audited which 
in fact are not audited, papers mak- 
ing circulation claims not supported 
by their official audit, and any other 
facts that he deems of interest to 
agencies and general advertisers. He 
shall also report all audits sup- 
pressed by publishers. 

Free Circulation Barred 

“Free circulation papers can gain 
no standing by auditing. No publica- 
tion may be audited or recognized as 
an audited paper unless at least 50 
per cent oi its circulation is net paid. 

“The complete circulation of a 
paper will be shown, but the analysis 
must be complete, as indicated on the 
report form, so a space buyer can 
readily discern paid and delinquent 


New Bill Asks Annual 
Publishers’ Statement 


Washington, Jan. 23.— 
Amendment of the Post Office 
appropriation act of 1913 to re- 
quire annual, instead of semi- 
annual sworn statements from 
publishers, is proposed in H. R. 
8137, introduced by Represen- 
tative Mansfield, of Texas. 

These sworn statements show 
the names of editors, publish- 
ers and owners. 


Harvey C. Kendall 
Joins “The Rotarian” 


subscribers, and the distribution of 


the entire list. Free copies, ex 


changes, bulk sales, etc., must all be 


shown. Circulation secured by con 
tests, premiums, solicitors, or other 
high pressure methods that result in 
a cost in excess of 50 per cent of the 
advertised price of the paper must 
be separately shown. 


“The standard report form is a 


combination of what the Four-A com 


mittee considers the best features of 
the Nebraska and New York forms. 
More or less matter was eliminated 
from both of these forms, part of it 
because it was not considered nec- 
essary, part of it because it more 


Harvey C. Kendall 


. Harvey C. Kendall has been ap- 
pointed business manager of The Ro- 
tarian, official publication of Rotary 
International, published at Chicago. 

During the past year Mr. Kendall 
has been in charge of the division of 
administration matters and service to 
Rotary clubs in the Secretariat at 


properly belongs on a rate card. | Chicago. 
Some new matter was added. The| He has had many years’ experience 
make-up was radically changed. in the publishing, advertising and 


This was done to make it more con- 
venient for those who use it, and 
Publishers should be 
impressed with the fact that to be 
considered as members of the Stand- 


easier to file. 


printing business, having been adver- 
tising manager of The Fremont 
(Neb.) Evening Tribune and later 
sales director of The Nebraska 
Farmer, published at Lincoln, Neb. 


ardized Country Newspaper Auditin e 
Yet ape his form|form “Dotted Line Club” 


System they must 
exactly as presented.” 


RATTLE OF BONES 


REPELS BUYERS, 


Sixty-three business paper sales- 
men met at the Medinah Athletic 
Club, Chicago, January 20, to com- 
plete reorganization of a local asso- 
ciation. L. C. Pelott, Penton Pub- 
lishing Company, was elected chair- 
man; Frank N. Davis, The National 
Provisioner, vice-chairman, and Ken- 
neth H. Koach, Periodical Publishing 


Company, secretary and treasurer. 
The name tentatively agreed on is 
the Dotted Line Club. Talks were 


Copy Writers Should Glory in 


Anonymity 


Lack of concealment of the tech- 


nique of advertising was blamed for 
the failure of many campaigns by 
Dempster MacMurpuy, of the Middle 
West Utilities Company, in address- 
ing the Great Lakes Division of the 
National Electric Light Association 
at Chicago January 21. 

“Advertising men are prone to 
drag the skeleton upon which their 
work is reared into the open,” said 
Mr. MacMurphy, “exposing its well- 
oiled joints before the people upon 
whose favorable reaction to the work 
is dependent the successful creation 
of an illusion. 

“This expose of advertising meth- 
ods is the result of the over-emphasis 
which advertising men insist on 
placing on technique. Under the 
executive lash, the copy writer con- 
sciously and laboriously strains for 
effects. He thumbs a thesaurus in 
search of interesting verbs and ad- 
jectives. He works diligently to de- 
velop a knockout punch. He tries to, 
and does, deliver something different. 


Lose Sight of Goal 

“The result is obvious. Copy 
writers lose sight of the balance 
sheet and study the pages of the ad- 
vertising magazines in the fond hope 
that some of their stuff may be re- 
produced with appropriate comments. 
Or they solicit the commendation of 
fellow craftsmen. 

“Such an atmosphere isn’t con- 
ducive to the production of effective 
advertising. Copy writing is essen- 
tially ghost-writing. The finished 
work should bear the hall-mark, not 
of the writer, but of the advertiser. 
Advertising men must identify them- 
selves more closely with the com- 
panies they serve and less with the 
advertising profession.” 


Newark Has New Agency 


Rankin-Thompson & Co. is a new 
advertising agency at Newark, N. J. 
It is composed of W. Ross Thompson, 
formerly manager of the Rochester 
office of Birch-Field & Co., Inc., New 
York, and Russell B. Rankin. 


made at the meeting by Frederick 
M. Feiker, managing director of the 
Associated Business Papers, Inc., and 
E. T. Howson, Simmons-Buardman 
Publishing Company, who is the A. 
B. P. zone chairman for Chicago. 


Addresses Advertising 
Women 


Louis Wiley, business manager of 
the New York Times, was the guest 
of honor Tuesday evening at the 
monthly dinner and meeting of the 
League of Advertising Women, New 
York, at the Advertising Club. 

Gilbert T. Hodges, a member of 
the executive board of the New York 
Sun and a former president of the 
Advertising Club, and William H. 
Rankin, head of the agency of that 
name, also were speakers. Mary C. 
McDonough, of the Times, was chair- 
man of the program. 


“Chicago Post’ Loses 
Hussey 


Frank R. Hussey, business man- 
ager of the Chicago Evening Post, 
died at his home in Chicago last 
week, the funeral being held January 
20. Mr. Hussey started his advertis- 
ing education with Lord & Thomas. 
He worked for the Chicago Tribune 
and the old Chicago Times-Herald, 
coming to the Post in 1907 as classi- 
fied advertising manager. Later he 
beeame advertising manager and was 
placed in charge of the entire bus- 
iness end. 


Retail Institute in Chicago 


The Chicago Retail Advertising In- 
stitute was launched Tuesday night 
at the Hotel Sherman, under the aus- 
pices of the Chicago Evening Amer- 
ican. Charles W. Mears, the speaker, 
was introduced by Publisher Herman 
Black. 

The Institute will meet every Tues- 
day. Lectures will be followed by a 
question and answer hour. 


Barnum Heads Publishers 


Syracuse, Jan. 24.—Jerome D. Bar- 
num was re-elected president of the 
New York State Publishers’ Associa- 
tion at its meeting here this week. 
Arthur D. Hecox was elected first 
vice-president; J. Noel Macy, second 
vice-president; E. D. Corson, treas- 
urer, and Henry M. Hall, secretary. 


_Form Magazine Group 


The Dell Screen Group has been 
formed in New York, and will be 
sold as a unit. The membership in- 
cludes Talking Screen, Film Fun and 


Screen Romances. 


Serving Advertising Agencies 
from 36 key cities 


Western Newspaper Union is America’s largest 
distributor of advertising plates and matrices. 
It occupies this position because advertising 
plates shipped via W N U take the short cuts 
to destination. 


W N U plants in 36 key cities effect savings on 
transportation charges which often exceed half 
the cost of the advertising plate. 
nation-wide network of plants, advertising plates 
and matrices to publishers are delivered simul- 
taneously. Because of these 36 distributing 
points there is a minimum of danger of adver- 
tising plates or matrices being lost or damaged 
Plates injured in local publishers’ 
offices may be replaced on short notice. 


iy 


Shipments made the day orders are received 


WESTERN NEWSPAPER UNION 


in transit. 


NEW YORK CITY 
310 East 45th Street 


and 34 other cities ~ 


ELECTROTYPES MATRICES 


Through this 


CHICAGO 
210 South Desplaines Street 


STEREOTYPES 
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ADVERTISING AGE 


January 25, 1920 


Ford Motor Company 
Wants Radio Permit 


Washington, Jan. 23—The Ford 
Motor Company, Dearborn, Mich., 
has filed with the Federal Radio 
Commission an application to estab- 
lish an aeronautical radio service. 


The application requested construc- 
struction permits for the _ service, 
which would operate in the long- 
wave band ranging from 278 to 500 
kilocycles, with 1,000 watts power. 

The application was taken under 
advisement. 


Buford on Coast 


Cornelius H. Buford, advertising 
counselor of Chicago, has begun a 
series of 12 lectures on successful ad- 
vertising at the University of South- 
ern California at Los Angeles. The 
first was given January 20. 


50,000 
SUBSCRIBERS 


Style Sources 
pied Wear Daily 


150.000 
READERS 


sell 


NewYork 
8East 13% Street. 


TELEPHONES 
CALEDONIA 
6741-6742-6743 


the hospital field is a two- 
paper market! 


There are well over 9,000 hospitals 
and allied institutions in the United 
States and Canada. There are two 
magazines of verified circulation 
covering this vast institutional mar- 
ket. One shows a total of 5,017 
subscribers in hospitals—including, 
naturally, many hospitals where 
more than one copy is received. 
The other, Hospital Management, 
shows a total of 3,632 hospital sub- 
scribers. The total of the two is con- 
siderably less than the total num- 
ber of institutions. Both of these 
leading journals draw their circu- 
lation from the field at large ,and 
attract approximately the same 
types of hospitals. But with this 
situation as it is in regard to cov- 
erage, neither journal even ap- 
proaches dominance. Two papers 
must be used to attain real cover- 
age of this great institutional field. 
Send for the portfolio recently is- 
sued by Hospital Management, 
“The Hospital Field—a 
Two Paper Market.” 


Hospital Management 


537 South Dearborn Street, 
Chicago 


OCCUPIES NEW 
HEADQUARTERS 


Beauty Combined With Me- 
chanical Efficiency 


Detroit, Jan. 23.—The Detroit 
Times, owned by William Randolph 
Hearst, and published by Roger M. 


story plant on Times Square. The 
Detroit Times was founded in 1900, 
under the title Today, by James 
Schermerhorn, who sold the paper in 
1921 to Hearst. At the time of the 
purchase the Times had a circula- 
tion of about 20,000. It is now in 
excess of 340,000. The Sunday edi- 


from 160,000 to 390,000. 


The main part of the building is 
six stories high and is surmounted 
by a tower containing two additional 
stories. The design is a conservative 
adaptation of European prototypes 
which lend themselves to the Amer- 
ican scheme. The base is finished 
with Minnesota granite, ranging in 
color from black through grays and 
greens to delicate tones of pink. 
Above this base the exterior is faced 
with specially treated buff Indiana 
limestone, finished with a sand-rubbed 
surface. 


Since the whole building is an ad- 
venture in the new realm of twen- 
tieth century architecture, the motif 
of all of the decorative carving and 
molding is independent of the fash- 
ions of the past. The huge two-story 
windows on the main floor are 
framed with pink marble and above 
each of the windows, carved out of 
solid granite, are allegorical medal- 
lions. These conventionalized carv- 
ings represent radio, photography, 
telephony, aviation, automotive trans- 
portation and printing, all of which 
are pressed into the service of a 
newspaper. 

The entrance to the building is on 
the Cass avenue face, under the 
tower. Adjoining the lobby is the 
public relations room, which is pan- 
eled in walnut. Most of the main 
floor is devoted to the press room, 
which is two stories in height and 
contains 38 Hoe press units. The 
stereotype department is likewise lo- 
cated on this floor. An unusual-fea- 
ture of the mechanical department is 
the fact that a tank of huge capacity 
is buried under the press room for 
the purpose of supplying water in 
case of an accident to the city water 
supply. 

The second floor, which opens on 
the press rooms, contains locker and 


DETROIT TIMES — 


Andrews, has occupied its new six- || 


tion, started in 1922, has increased | 


shower rooms for pressmen and the 


New home of Detroit Times, 


combining high degree of 
mechanical efficiency 
with beauty of 
design 


Borges New President 
N. E. Advertising Clubs 


Boston, Jan. 24—(By wire)—V. 
Edward Borges has been elected 
president of the New England As- 
sociation of Advertising Clubs, fol- 
lowing the resignation of Chester 
F. Edwards. 


auto plate machines. The third floor 
is given over almost entirely to the 
circulation department. Strung along 
the Times Square side of the build- 
ing are the offices of the circulation 
director, the city and country cir- 
culation division, the addressegraph 
room and the substation organiza- 
tion. In the front of the building is 
the general promotion department. 
Almost the entire remainder of the 
floor is given over to the mailing 
room, Which is located directly over 
the press room and communicates 
with it by means of automatic car- 
riers. 


The general offices of the paper are 
located on the fourth floor. The of- 
fices of the advertising director, the 
display advertising manager, classi- 
fied manager and chief accountant 
are on this floor, and there is also 
a large conference room for the sell- 
ing force on the State street side. 


The offices of the publisher and the 
business manager are on the fifth 
floor. These offices are decorated 
with rich walnut paneling. Each 
room has an interior set of windows 
constructed of small leaded panes 
of colored glass which diffuse a soft 
glow. On this floor are also the of- 
fices of the composing room super- 
intendent and various composing 
room foremen. 


The remainder of the sixth floor 
is given over to an assembly hall for 
the staff and the composing room. 
The latter is laid out to provide for 
future expansion. Facilities are af- 
forded to make the catching of edi- 
tions an operation of clock-like reg- 
ularity. The news room is on the 
sixth floor, together with the art and 
financial departments. In the tower 
are two more stories, the seventh 
floor containing a restaurant for em- 
ployes and the eighth the telephone 
exchange. 


Pittsburgh, Jan. 24.—After years of 
study and preparation of the most 
thorough and painstaking character, 
the Westinghouse Electric & Manu- 
facturing Company will actively 
enter the electric refrigeration field 
on February 1, according to Electric 
Refrigeration News. 

On that date five distributors, long 
associated with the merchandising of 
Westinghouse products, will make 
simultaneous displays of the new 
Westinghouse electric refrigerators 
in their territories. 

The line consists of complete, self- 
contained units in five sizes, ranging 
from 5% cu. ft. to 17 cu. ft. All of 
the cabinets are of uniform height 
(5 feet) and depth, the width being 
the only variable dimension in the 
different sizes of units. Many novel 
features are incorporated in the de- 
sign of both the refrigerating ap- 


paratus and the cabinets. 


Westinghouse Will Sell 
25,000 Refrigerators in 
1930, Starting Feb. 1 


Plans of the Westinghouse Com- 
pany call for the production of 25,000 
units during the first year, and all of 
these will be distributed east of the 
Mississippi River and north of the 
state of Virginia. 

Localize Selling Effort 

This localized selling effort has 
been decided upon as a fundamental 
feature of the Westinghouse mer- 
chandising plan, and will enable the 
headquarters organization to main- 
tain the closest supervision of the 
distributing organization. 

The limitation of territory also in- 
dicates that the manufacturing or- 
ganization intends to maintain a 
watchful vigil over the operation of 
all units installed until the record of 
performance has demonstrated that 
every detail of the design is correct. 

Distributors who will open the re- 
tail selling campaign on February 1 
are located’ in Detroit, Pittsburgh, 


Cleveland, Rochester, 
Canton, Ohio. 
Periodically during the year new 
distributing centers will be estab- 
lished in other principal cities such 
as Columbus and Cincinnati, Ohio; 
Louisville, Ky.; Philadelphia, Pa.; 
Washington, D. C.; Baltimore, Md.; 
New Haven, Conn.; New York City, 
N. Y.; Newark, N. J.; Boston, Mass.; 
Indianapolis, Ind.; Nashville, Tenn., 
and Chicago, III. 
The Distribution Plan 
The distribution plan calls 
general distributor in each principal 
territory under which dealers will 
operate in the outlying communities. 
In most cases the general distributor 
will not operate a retail business in 


N. Y., and 


the principal city served. Under this |} 


plan provision is made for a ‘‘metro- 
politan distributor,” who will handle 
retail sales in the same city in which 
the general distributor is located. 
The Pittsburgh set-up is an example 
of this plan in that a leading elec- 
trical company will be the general 
distributor, while the metropolitan 
distributor will handle retail sales 
throughout the city. 


Heading up the refrigeration bus- 
iness of the Westinghouse Company 
at Mansfield, Ohio, is Carl D. Taylor, 
manager of the department. Under 
Mr. Taylor are Ralph Gates, sales 
promotion manager; J. E. O'Donnell, 
sales supervisor; L. K. Baxter, serv- 
ice manager; J. J. Dorney, assistant 
to Mr. Taylor; John Haley, in charge 
of warehousing and stocks; K. K. 
yordon and Arthur Vassar, service; 
H. B. Winslow, W. N. Kennon and 
R. L. Sanner, sales promotion; T. J. 
Newcomb and J. W. Johnston, sales, 
and Miss Olive Kaiser, home eco- 
nomics. 

Three features have been selected 
for emphasis in the trade and con- 
sumer advertising of the Westing- 
house unit. They are: (1) the buffet 
top, (2) the temperature selector, 
and (3) the broom-high legs. 


Among other features of the new 
unit are forced draft ventilation pro- 
duced by a fan which is operated 
magnetically by the motor; also the 
design of the cabinet which permits 
the installation of the mechanism by 
opening a panel in the front. Be- 
cause of this feature the cabinet first 
may be placed in position in a 
kitchen, and the unit may then be 
installed by simply lifting it out of 
the crate and sliding it into the 
opening. 


Cigarette Manufacturer 
Abandons Advertising Plan 


Washington, Jan. 25.—(By Wire.) 
—“A large cigarette manufacturing 
corporation” has agreed to cease 
forever the practice of advertising 
testimonials by famous women, ac- 
tresses and others, in which declara- 
tions are made as to good physical 
results from smoking the product of 
this company. 

This announcement was made to- 
day by the Federal Trade Commis- 
sion. 


Heads Printing Department 


Carl Hertzog has been appointed 
manager of the printing department 
of the Rocky Mountain Bank Note 
Company. Mr. Hertzog is president 
of the El Paso Advertising Club. 


for al} 


The latter, formerly president 
of the Worcester Advertising 
Club, is advertising manager of 
the Boston branch of Sears, Roe- 
buck & Co. Mr. Borges is presi- 
dent of Vincent Edwards & Co., 
Boston and New York. 


Advertising Plan 
of Nicholson File 
Lasts for Decade 


Providence, Jan. 23.—Adopted dur- 
ing the business depression of 1920, 
the advertising policy of the Nichol- 


William Larchar 


son File Company has continued un- 
changed. The plan consists of reach- 
ing the largest possible number of 
consumers while .keeping the distri- 
bution channels open. 


Neither has there been any fluctu- 
tion in the appropriation in any year. 
No less will be spent in 1930 than 
in 1929 and there is to be practically 
no increase. 


During 1930 about 45 newspapers 
will be used, in addition to four na- 
tional magazines, 12 farm papers and 
ten business papers. Dealer helps 
include window displays, counter dis- 
play cards, display boards for the 
store and the like. During the nine 
most active months a letter is mailed 
to each dealer acquainting him with 
the advertising that is being done 
and urging him to tie in with it. 

The business paper list includes 
both dealer and industrial papers. 
The dealer paper advertising is de- 
signed to give the dealer new argu- 
ments and sales angles. 

Supply houses and retailers, it is 
believed, arrive at their conclusions 
in regard to the volume of business 
that can be expected, partly from the 
amount of advertising that is done. 
They place orders and adjust the 
sizes of their stock accordingly. 
When the volume of advertising falls 
off these concerns expect less busi- 
ness, prepare for less and do less. 

Frequently the advertising copy 
features in illustration and text prod- 
ucts used in connection with files. 
Many of the dealer helps assist the 
dealer in selling other articles as 
well as files. 

The advertising is handled by the 
Larchar-Horton Company, local 


contact executive. 


A. G. A. Re-Elects 


Officers of the Agricultural Publish- 
ers’ Association were re-elected at @ 
board meeting in Chicago Thursday. 
They are: president, Fred Bohen, 
Meredith Publishing Company; vice- 
president, W. C. Allen, Dakota 
Farmer; secretary, W. G. Campbell, 
Indiana Farmer's Guide; treasurer, 
B. Morgan Shepherd, Southern 
Planter. 


agency, with William Larchar as the. 
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January 25, 1930 


ADVERTISING AGE 


Unusual Contest 
Basis of Ingram’s 


1930 Advertising 


New York, Jan. 24.—Inaugurating 
its 1930 advertising campaign with a 
spread in five general magazines an- 
nouncing a $5,000 prize contest, the 


Lee Bristol 


Vice-president in charge of adver- 
tising 


Bristol-Myers Company, manufactur- 
ers of Ingram’s shaving cream, is 
preparing to invest the largest sum 
for advertising in the history of the 
firm. 


Though the same mediums are be- 
ing used as in 1929—Saturday Eve- 
ning Post, Colliers, Liberty, Life and 
Time—larger space is being taken 
this year, representing a consider- 
able increase in the advertising in- 
vestment. The principal purpose of 
the campaign is to introduce the new 
tube of shaving cream that was 
placed on the market the latter part 
of 1929, the product having pre- 
viously sold only in jars. 

The contest referred to closes on 
December 31, 1930. A total of 328 
prizes will be awarded to the con- 
testants who write, in 75 words or 
less, the 328 best opinions of how 
they think the new tube of shaving 
cream will “go over’—how it will 
sell in comparison with the jar—and 
contestants may also predict, if they 
like, just how many tubes will be 


sold during the present year. Capital 
prizes are $1,000, $500, and. $250. 


There are 325 prizes of $10 each. 


Single pages will be used for the 
remainder of the first half of the 
year, at which time another spread 
will appear, to be followed by single 
pages for the rest of 1930. Color 
will alternate with black and white 
during the year. 


For the last year the Bristol-Myers 
Company has also been using the 
radio for advertising, and Ingram’s 
Shavers have become a well-known 
fortnightly feature over the National 
Eroadeasting Company’s network. 
This program will be continued dur- 
ing 1930. 

The agency handling the account 
is Pedlar & Ryan, Inc. The idea of 
the contest was originated by T. L. 
L. Ryan, president of the company. 


American Can Company 
Helps Sardine Campaign 


Boston, Jan. 24.—The American 
Can Company will bear half the cost 
of a campaign in behalf of Maine 
Sardines. The plan calls for an ex- 
Penditure of $150,000 on the carry- 
Over pack and $400,000 for the whole 
of next season’s output. It will be 
financed by a levy of ten cents a case 
on each packer. 


Start New Business Papers 


Mortimer I. Stevens, former editor 
of Midwestern Banker, has re- 
engaged in the publishing business at 

ilwaukee with the formation of the 
Stevens Publishing Company, and 
has issued the first numbers of Bank 
Management and Bank Investments 
and of Industrial Wisconsin. 


Toronto, Jan. 


Richthofen’s Conqueror 
Made Sales Manager 


24—A. 
Brown, the Canadian ace who 
brought down Richthofen 
France, and whose aerial ex- 
ploits were described by Lib- 
erty a year or so ago, has been 
promoted to advertising and 
sales manager by the Imperial 
Varnish & Color Co. 
Mr. Brown joined the com- 
pany shortly after the war. 


Roy 


General Motors 
Tops Magazine 
Advertisers-I 929 


New York, Jan. 24.—General Mo- 
tors Corporation led magazine adver- 
tisers in 1929, according to figures 
based on an analysis of 89 maga- 


zines by the 


Denney Publishing 


Company, New York. The total ex- 
penditures of 150 advertisers in those 
89 magazines aggregated $108,649,- 


000. 
The list follows: 


General Motors..... $ 
Including: 

AC Spark Plug... 
Buick and Mar- 
Ca 
Cadillac-LaSalle .. 
Chevrolet 
Day-Fan 
Delco-Light ...... 
De'co Prod........ 
Delco—Remy 
Remy 
Ethyl Gasoline... 
Fisher Body....... 
Frigidaire 
ee THMCK. 1.2.6 
Hyatt Bearing.... 
Institutional ..... 
New Departure... 
Oakland-Pontiae 


Oldsmobile and 
 . aaa 
Ternstedt Mfg..... 


Procter & Gamble... 
General Foods 
Sere 
Including: 
Franklin 
Walter Baker..... 
NS eee 
Certo OOrpi....... 
Dia. 
Rich. 
Iglehart 
io * 2: eer 
La France Mfg... 
Log Cabin Prod... 
Maxwell Prod..... 
Minute 
Postum 
Sanka 


Baker... 


Lambert Phar. Co... 2,! 
Electric.... 2 


General 
Including: 
Gen. 
Edison El. Appi... 

Col.-Palm.-Peet .... 
Including: 

CREE 5 pisaidios aes 
Palmolive 
Pompeian ........ 

Chrysler Motor..... 
Including: 
Chrysler 
De Soto 
Dodge 
a PT ere 

Standard Brands.... 
Including: 
Fleischmann 
Royal Bak. 

Campbell Soup..... 

Bristol-Myers Co... 

Rad.-Vie. Corp...... 

Ford Motor 
Including: 
Ford Motor Co.... 
Ford Aviation De- 

velopment 
Lincoln Motor..... 

Liggett & Myers.... 

Congoleum-Nairn ... 

Quaker Oats Co..... 
Including: 

Quaker Oats...... 
Aunt Jemima..... 
Mother's 


ere 


Lever 8. es 
Armstrong Cork..... 
Including: 
Armstrong Cork... 
Armstrong Cork & 
Insulation ...... 
And. Jergens Co..... 
og ae Fo ee 
Hudson Motor Car.. 
Lamont, Corliss..... 
Including: 
Lamont, Corliss... 
Pond’s Extract.... 
Lehn & Fink, Inc... 
Including: 
Dorothy 
A. S. 
Lysol, 
Pebeco, 
Lesquendieu 
Goodyear 
Rubber 


R. J. Reynolds 
bacco Co. 
Studebaker 
Including: 
Studebaker 
Pierce—Arrow 
American Tel. & Tel. 
Co. & Assoc. Co.'s 
Simmons 
Including: 
Simmons Co...... 
Berkey & Gay..... 
Grand Rapids 
Uphols, 
American Tob 
Cudahy Packing.... 
Willys—Overland .... 
Including: 
Willys-Overland 
Stearns-Knight ... 


COPD... «» 


POD sac acess d 


1929 
8,637,042 


147,500 


1,510,600 
700,980 


19,058 
95,000 


_ 76,000 


123,000 
4,127,230 


423:30 
100,850 
123 


1,024,156 


1,520,069 

431,527 
1,884,300 
. 1,631,874 
1,581,446 


1,551,555 


1,171,560 


204,050 
175,945 
,O78,718 
1,343,650 
1,512,810 


831,980 
318,280 
82,050 
80,500 


- 1,212,231 


1,194,650 
1,187,850 


6,800 
1,160,124 
1,125,109 
1,121,560 
1,121,034 


12,550 
1,108,484 
1,118,568 


186,245 
345,099 


1,031,432 
7 


0 
975,319 


951,229 
943,836 


889,155 
888,980 


877,480 
11,500 


1928 
$6,197,615 


123,500 
752,144 


680,810 
,201,434 


266,000 
360,572 
477,580 
791,632 

64,890 
129,340 

21,254 
950 


62 
309,000 
80,000 
3,849,779 


3,876,904 


205,855 
317,851 
67,679 


1,806,460 


1,933,256 


1,697,131 
236,125 
2,585,389 


1,111,035 
1,073,134 

401,220 
2,492,181 


1,268,883 
243,250 


2,263,450 
1, 


1,142,075 
729,400 
224,700 
187,975 
971,855 

1,137,400 

1,621,241 


916,925 


701,435 
1,016,750 


794,425 


82,942 
54,950 


567,949 
527,613 
87,400 


E. R. Squibb........ 
Including: 
E. R. Squibb... 
Lentheric, Ine..... 
Kotex & Kleenex... 
Including: 
Serre 
Kleenex ’ 
‘nion Carbide «& 
Carbon Corp 
Including: 
Carbide & Carbon 
Chemicals Corp. 
National Carbon.. 
Prest-O-Lite ..... 
Union Carbide & 
Carbon .. 
Packard Motor..... 
Inter. Silver 


Kellogg Co.......... 
(Including Kaffee 
Hag) 
Pepsodent Co....... 
Northam Warren... 
Including: 
Northam War..... 
OS) aes 
4: eee 
Odorono Co........ 
Zonite Vroducts..... 
Including: 
Zonite Prod....... 
Agmel Corp.. 
Forhan Co..... 
Larvex Corp...... 
Calif. Fruit Growers 
Exchange ........ 
Sterling Products... 
Including: 
Sterling Prod...... 
DE Goa cccvnces 
Centaur Co........ 
Calif. Fig Syrup.. 
General Drug...... 
Mum Mfg 
Chas. H. 
Wells & Rich.. 
Calif. Packing...... 
... 2: ree 
American Rad. & 
Stand. Sanitary... 
R. L. Watkins...... 
Including: 
L. Watkins.... 
I. W. Lyons...... 
U. S. Rubber Co.... 
YY  &. ere 
Metropolitan Life In- 
surance Co 
B. F. Goodrich...... 
Including: 
B. F. Goodrich.... 
Hood Rubber..... 
E. |. du Pont 
Nemours .....0... 
(Including all sub- 
sidiaries) 
Cream of Wheat.... 
Western Co 


Phillips. 


Hupp Motor......... 
Kastman Kodak..... 
Remington-Rand 

er 


Business 


Including: 
Chesebrough 
Nujol 


Stanco, 


SS Sa 
=. & of Oebe...... 
. of | ee 
F. W. 
Wm. Wrigley, Jr... 
Auburn Auto....... 
Including: 
(ae 
Lycoming 
Spencer 
Borden Co 


Heater... 


Borden Co......... 
Merrell-Soule ..... 
Coca-Cola Co........ 
Johns—Manville ..... 
Bon-Ami Co......... 
Gillette Saf. Raz..... 
R. B. Davis Co...... 
Wander 
Johnson & Johns.... 
SS eae 
Parke, Davis Co.... 
Grigsby—Grunow ive 
Pillsbury Flour..... 
Oneida Commun..... 
Firestone Tire & 
Rubber Co......... 
(Iineluding Fire- 
stone Footwear) 
Montgomery Ward.. 
Hawaiian Pineapple 
Co. 
Western Clock Co... 
Western Blec. Co.... 
Including: 
Western 
Elec. Res. 
Graybar Elec...... 
Parker Pen Co...... 
Sherwin-Williams 
Including: 
Sherwin-Will. ... 
Acme W'te Lead.. 
Det. W'te Lead... 
Timken Rotler Bear- 
ing 
Including: 
Timken Roller.... 
Timken—Detroit 


Stephen F. Whitman 
= A eae 
Nat. Watch.. 
Brown & Williamson 
Tobacco 
Fisk Tire 
Including: 
a. 3 > Fae 
Federal Rubber... 
P. Lorillard Co...... 
Ss. C. Johnson & Son 
Gen. Tire & Rub... 
W. A. Sheaffer Pen 
ee ee ee 
Ass'n of Amer. Soap 
& Glycerine Prod. 
Including: 
Cleanliness Inst.... 
£2: eae 
Selby Shoe Co....... 
Including: 

Selby Shoe........ 
E. T. Wright..... 
Cannon Mills........ 
Nash Motors........ 
Franklin Auto...... 
Curtiss Candy...... 
Stewart-Warner 
Speedometer 
Including: 
Stewart—Warner . 
Alemite 
Pet 


Atwater Kent 
Kraft-—Phenix 
Houbigant, 
Including: 
Houbigant 
eee ee 
Drackett Chem...... 


868,595 


81,025 
787,070 


500 


819,040 
817,590 
802,242 
795,348 


787,368 
780,495 


136,450 
221,665 
774,959 
115,520 


615,189 
44,250 


765,295 
759,239 


692,922 


673,345 


521,183 
152,162 
659,618 
654,450 
649,060 
628,802 
538,160 

90,642 


613,867 


613,300 
612.475 
604,200 
601,750 


597,934 
566,478 
557,35 


490,394 
42.617 


462,550 


451,370 


450,251 
443,100 


142,595 
440,601 


427,585 
169,900 

19,585 
238,100 
426,900 
367,900 

59,000 


420,182 
411,125 


106,825 
403,580 


328,580 

75,000 
394,525 
392,719 
385,267 


377,100 
377.100 


348.000 
343,436 


143,936 


329;900 
328,918 


796,015 
771,965 

24,050 
908,979 


785,121 
$23,858 


007,095 


78 550 
894,045 
34,000 


500 
$40,550 
731,100 
769,750 
637,699 


360,080 
73,950 


166,570 
1,890 
546,324 


159,004 


343.698 
115.306 
480,512 
631,820 


540,760 


546,445 
162,437 


623,873 


574,790 
238,911 
586,550 


553,269 


328,654 
517,403 
807,761 
607,694 


263,405 
55,597 
200,092 
5,400 
83,200 


413,914 


253,914 
88,000 
72,000 

181,432 


441,095 

40,337 
437,000 
668,000 


510,700 | 
359.5 


00 


— 
x 


504,779 
361,068 
507,000 
151,117 

3,075 
293,955 
421,900 


407,693 


238,864 


418,500 
381,045 
199,386 


70,847 
128,539 
356,700 


109,500 


387,500 
259,350 


77,809 
269,944 


162,944 
107,000 
325,433 
526,307 
335,500 


420,420 
335,661 


1,800 
410,300 
443,170 


375,620 

67,550 
425,050 
311,450 
298,300 
239,300 


318,526 


82,526 
236,000 


165,900 
297,491 


Real Silk Hosiery... 


Including: 
"2 Tear 
Harford Frocks... 
Royal Typewriter... 
Wheeling Corrugat-— 
ee Moc cue adele 
Including: 
Wheeling Cor...... 
Wheeling Steel... . 
Con. Exp. Metal.. 
Scott Paper Co...... 
Libby, MeNeill & 
FF ee SERS 
Ss. Mis ehece sare 
Armour & 
Including: 
BEE kaka chad éc 
Luxor, Ltd........ 
Morris & 
Burroughs 
Machine 


Adding 
Co 


Great A, & P. Tea.. 
International Corre- 
spondence Schools. 


Continen. 
Crosley Radio....... 
Inctuding: 
Crosley 


Axton-Fisher Tob... 
Graham-Paige ..... 
Washburn Crosby... 
Larus & Bro........ 
Certain-teed 
Including: 
Beaver Prod....... 
Certain-teed ..... 
oY eee 


Laundryowner's 
Nat'l Ass’n of U. 
we Es eee 
Paramount Famous 
zasky 
Mennen 
All-Year 
Southern (¢ 
Valentine & Co...... 
Steinway & Sons... 
Kroehler Mfg........ 
Including: 
Kroehler ......... 
Valentine-Seaver.. 
Yardley & Co....... 
Champion Spark 
RRS 
. Williams...... 
Harvester..... 
Sun-Maid Raisin.... 
Singer Sewing Ma-— 
Ee res 
Phil. Storage Bat.... 
American Stove..... 
Pro-—phy-—lac-tic 
ee re 
Kelvinator Corp..... 
Including: 
Kelvinator ....... 
Teonard Ref....... 
Kelly-Springfield 
Olson Rug Co....... 
Penn. Railroad...... 
Insurance Co. 
North America.... 
Beech-Nut Pack..... 
L. C. Smith & Co- 
rona Typewriters. 
Including: 
Smith & Corona.. 
Portable Add...... 


327,735 
319,100 


8,635 
320,090 
319 545 
183,500 
132,645 

3,400 
312,705 
310,200 
310,130 
309,051 
291,300 

17,751 
$302,745 
300,361 
299,500 
298,562 
240,830 

57,732 
297,100 
295,916 
227.720 


wetetea 


68,196 


295,300 
294,755 
292,959 


290,934 


194,635 


286,800 


285,422 
283,106 


282,980 
278,200 
273,550 
271,460 


221,400 
50,060 
267,700 


. 
267,379 
266,242 
265,600 
264,563 


264,155 
263,530 
262,700 


261,925 
261,050 


177,850 

83,200 
259,800 
258,179 
255,080 


254,637 
253.714 


251,618 


244,368 
7,250 


320,124 
315,000 
5,124 
266,650 
163,330 
129,180 
28,550 
5,600 
294,125 
302,200 
356,794 
700 


239,209 
252,390 
265,000 
296.650 
227,713 

68,937 
116,009 
198,626 
167 339 

31,287 


224,500 


246,600 

47,500 
246,600 
123,500 


548,700 


257,865 
411,041 
279,025 
501,600 
230,000 
358,400 
314,800 

43,600 
254,700 


199,144 


208,140 
105,343 


212,614 


182,364 
30,250 


Circulation Built by 


Radio Programs 


New York, Jan. 24.—B. L. MecFad- 
den, Inc., publishers of True Detee- 
tive Mysteries, will enlarge its radio 
advertising program this year, in- 
creasing the number of stations to 
cover the entire United States. Only 
the East and part of the Middle West 
have been covered. Young & Rubi- 
cam are the advertising agents in 
charge. 


Though this campaign has been in 
progress only since last May, it has 
proven remarkably successful, the 
circulation of True Detective Mys- 
teries having increased by 463,000 
during that period. The programs 
dramatize the leading stories in each 
issue of the magazine. 


Honored by I. T. U. 


A signal honor was recently con- 
ferred on E. H. Macklin, president 
and general manager of the Manitoba 
Free Press, Winnipeg, Man. On the 
eve of his departure for a holiday to 
the West Indies he was made the 
first honorary member of the Inter- 
national Typographical Union. 


The New Era inFOOD 
DISTRIBUTION 


Covering all the major 
factors in the wholesale dis- 
tribution of food. A modern 
business journal in tune with 
the progressive and chang- 
ing tempo of business. A 
perféct medium for the ad- 
vertising of everything sold 
through the large food dis- 
tribution channels—and for 
the advertising of machines 
and methods to expedite the 
food distribution process. 


FOOD TRADES PUBLISHING CO., Inc. 
37 West Van Buren Street, Chicago 
55 West 42nd Street, New York City 


attend. 


‘For Advertising Information Apply to 


THE TALKING MACHINE & RADIO 
WEEKLY 


“The Trade’s Only Weekly” 


Consolidated Publications Bldg., 146 Water St., 
New York, N. Y. 


Also Publishers and Owners of 
THE UNITED STATES TOBACCO 
JOURNAL 


Established 1874 


199 MANUFACTURERS and 
JOBBERS CAN’T BE WRONG 


Every principal maker of radio or phonograph 
product gives preference in his trade advertising 
to THE TALKING MACHINE & RADIO 
WEEKLY. 


“The Trade’s Only Weekly” publishes more adver- 
tising from wholesale distributors, paid for by the 
jobbers themselves in about 40 principal cities, than 
all the other papers in this market combined, and 
most of these wholesalers use THE TALKING 
MACHINE & RADIO WEEKLY exclusively. 


“The Trade’s Only Weekly” alone has been chosen 
by the Radio Manufacturers’ Association for the 
honorary privilege of issuing the R.M.A. Trade 
Show Daily at the Radio Trade Show in Atlantic 
City in June, which 30,000 tradesmen commonly 


Reader interest, advertising visibility, reasonable 
cost and the experience of its publishing organiza- 
tion established nationally for 56 years are the 
values you buy in THE TALKING MACHINE 
& RADIO WEEKLY. 


Outboard motors, small boats, electric clocks, 
electric refrigerators, home movie cameras and 
flashlights are gaining such sales in the radio- 
music field that we can recommend distributors 
to reliable makers of them from one end of the 
country to the other. 


Established 1916 


THE CONFECTIONERY & 
ICE CREAM WORLD 


Established 1929 
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Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 
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significant developments in all 
branches of advertising. 
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HOUSEWIVES 
RECEPTIVE TO 
RADIO IN MORN 


Radio Household Institute Wins 
Their Interest 


New York, Jan. 24.—The Radio 
Household Institute, established as a 
separate department a little more 
than two years ago by Young & Rubi- 
cam, advertising agency of this city, 
has proved the value of the radio as 
an advertising medium, in the opin- 
ion of Gordon Hoge, director of the 
department. A house to house and 
direct mail survey conducted by the 
company has indicated results from 
the advertising to have more than 
justified the existence of the Insti- 
tute. 

Established in October, 1927, to 
broadcast morning programs for va- 
rious household products, the Insti- 
tute has more than doubled the 
number of stations used. It started 
with a network of 16 over the Na- 
tional Broadcasting Company chain 
and increased this to 33. 


Big Sums Involved 

The amount invested by the Insti- 
tute in radio advertising also has 
more than doubled, $221,800 being 
spent in 1928, and $467,000 in 1929. 
This does not include the cost of 
broadcasting the evening programs 
this company is handling. 

Following an investigation made 
by Young & Rubicam in 1927, the 
company concluded that radio would 
play an important part in future ad- 
vertising, and that its clients and 
prospective clients would wish to 
learn all they could find out about 
this medium. 

The survey also indicated that 
people listening to their radios dur- 
ing the evening hours wished to be 
entertained and would not listen to 
direct advertising. It was decided, 
therefore, to give morning programs 
a trial. 

Borden and Postum Pioneer 

A further survey indicated that 
about 11:15 a. m. would be the best 
time for such programs, and arrange- 
ments were made to conduct Borden 
and Postum broadeasts over the red 
network of the National Broadcast- 
ing Company. So successful did this 
venture prove that the programs 
were increased from 15 to 30 minutes. 

Many well-known household prod- 
ucts are now being advertised in this 
manner by the Radio Household In- 
stitute. These include, in addition to 
Borden's condensed milk and Postum, 
Jello, Swansdown Flour, La France 
washing products, Grape Nuts, Frank- 
lin Baker cocoanut, Minute Tapioca, 
Richard Hellman mayonnaise, Walter 
Baker chocolate and cocoa, Log Cabin 
syrup, Fels Naptha Soap, William 
Rogers & Son silver plate, Calumet 
baking powder, Zonite, Larvex, Black 
Flag, Helena Rubinstein toilet prep- 
arations, Pictorial Review patterns, 
the Physical Culture institute of 
Nutrition and two new accounts 
added this year, Certo and Unguen- 
tine. 

Listeners Are Women 

Each of these products uses fifteen 
minutes for each broadcast and av- 
erages approximately one program 
every two weeks. The listeners are 
mainly women, and the selling story 
is brought home to them in three 
ways: from the straight domestic 
angle, by means of some dramatic 
situation taken out of the every- 
day life of the average woman, and 
in the case of food products occa- 
sionally by means of a brief talk on 
the subject by a well-known chef or 
steward. When the product lends it- 
self to such a method, recipes are 
given. 


General Motors’ New 


Product 


Dayton, O., Jan. 23.—The Delco- 
Light Company, a subsidiary of the 
General Motors Corporation, has be- 
gun an advertising campaign on Del- 
cogas, a machine which produces a 
vapor gas for homes and industry off 


REACHING THE HOUSEWIFE WHEN SHE IS 
IN A RECEPTIVE MOOD 


| Rag: 


aL LS 


Elaborate Campaign on 


Sealed Whole Chickens 


George A. Hormel & Co., Austin, 
Minn., announced a far-flung adver- 
tising campaign on milk-fed whole 
chicken, in the initial issue of The 


New Era in Food Distribution, 
Chicago. 
Included in the list of general 


mediums are The Spur, The Literary 
Digest, Country Life, Good House- 
keeping, Woman's Home Companion, 
Ladies’ Home Journal, Time and The 
Saturday Evening Post. 


Ellis R. Smith Joins 
P. H. Whiting & Co. 


Ellis Ransom-Smith, formerly pro- 
motion director and assistant busi- 
ness manager of the New York Daily 
Investment News, has joined the 
executive staff of P. H. Whiting & 
Co., New York, investment bankers, 
as advertising manager. Mr. Smith 
was formerly associate editor of Na- 
tional Laundry Journal and Bus Age. 


Join Chicago Council 

J. L. Marshall, advertising man- 
ager of the Buda Company, Harvey, 
Ill., and R. W. Walholm, of the Cur- 
tis Publishing Company, are new 
members of the Advertising Council 
of the Chicago Association of Com- 
merce. 


Directs Nyal Sales 


L. J. Bertoli has been appointed di- 
rector of sales and merchandising of 
the Nyal Company, Detroit drug man- 

ufacturers. 


All Agencies in Des Moines 
Club 


All five of the advertising agencies 
operating in Des Moines are now 
members of the advertising club of 
that city. Eleven individuals are 
members. This is said to be the only 
city in the country where this situa- 
tion exists. 


Business Papers Change 


Names 
Beauty Craft, Los Angeles, has 
changed its name to Pacific Beauty 
Craft. 
National Retail Clothier, Chicago, 
has become The National Retail 
Clothier and Furnisher. 


“Economics of Retailing” 


Goes Into Third Edition 


The third edition of ‘‘Economics of 
Retailing’ has been issued by the 
Ronald Press Company, New York. 
The author is Paul H. Nystrom, pro- 
fessor of marketing at Columbia Uni- 
versity. 


Made Field Representative 
Ernest Camp, Jr., Georgia news- 
paper man, has joined the Charles C. 
Green Advertising Agency, New York, 
as a field representative, preparatory 
to becoming an account executive. 


Plan Export Campaign 

The Seamless Rubber Company, 
New York, has appointed Jordan Ad- 
vertising Abroad to handle its export 
advertising. 


STETSON’S NEW 


—— ————————————— 


1930 POSTER 


_ STYLE LEADERS 


STETSON HATS! 


_ 


of city gas mains. 


The John B, Stetson Company has adopted a new poster which will shortly 
make its appearance on the boulevards. 


eter tee i aa ot es ea eee Pal Ke Oe Tete ere Rae era, zm Pe ee ae eee pr = eos cs aa oe (Sean oe) oe a oa sais er ee . i. = ql eee oe : Bo ee re 
ae ae era ee ee Pon | Be thea ae er ne 4 te ie ns ee a eS Ce. eae tr ze Se SRA Ne ee OUR he fen) 
ee ae Sa aah Me uence, oh Pat oe BS ie are wie Sti Ea eA ne: 1 ee ea Sc yt Oh ceed vais eo Sart an ree 
oe ban, Oe mnie a as entail wv eames Ce ene ep Sm Myce agree a ela ke Mean eee 0 A“ Agreae ere Oe a a eee ; i ; Aros ue eh ee oe. aes : 
fear pe a pe ates ae eee re 5 eat Chast ts bh es eal ee i ea pane ie: oe eer ah tae eee se. Pema phe OT ge hee i” eee” 
8 i eS es | 
{ 
eeaeaeaeauqQqQqQQeeeeeee..--_{{h.!!leel|]_eneQ0QwC8——eNNNeNNLLL LL LL 
| | 
ae te st ct ee eee eT EN ee 
eee? 
aes ue Ae 
Nietias ee : 
Kes : at ae | 4 x a 4 . a * 
a on ? : i 5 a ‘ be 
it Hy | : : Re * < 5 ‘ * a ae ay 3 
| 4 _ ere | 
Ses ' 6 ee ane : nan 
at | , ; = ; 4 ae sf y 
airs * si Ne ‘ 4’ 
aus } ?? ia 1 n 
i: <3 : i ‘ [ ty ws 
om } | oar : E ‘ a te fi 
un —— “> aa £ ‘ om : = i 
iiaas a ag a f : Pew. # re a 4 fie i ‘ oo fe 
Fi 2 a 4 Wn 4 
et wa CG y P4.: He ok es é 3 ge Ta : 
is 2 = is ke * 4 = ee ae - ct es “Gd Ry oe p 
es a + ix hor’ ‘ me 
“ > co me a ok Be Ci 
ARS EP Be oe. Bt ; a. ae: vi 
fr | ce ae F ¥ i o.. Ae gti Zl fi 
eV Sos $ * Fe ak teal * ee i 
| : te i 2 ve ¢ We * ~~ é pi 
| SS Se 
oS ee ee \ j 0 
| one a a Ags ns } b' 
. 8 es 
} a fF ; Ji 
ree ee 8] 
eg ot : a 
é een, at 7 iat i ; a. ee: at i 
fio aa 
ee bated. tw ; oa bas hat 
. | re < ia eos ia 
oi wee Eee ie a 
a eee 4 ; 
hoodies eal oe Eo ° 
hana ates Fake <a ae ta 
“a recess ¥ > ce : na “* Pi : , 3g e ge ii “ta i 
Bees HPL ey ge ht ORS D 
Ae be Res aN — 3 - a 
| a ae i 2. — ES ® ate 6 ; ti 
‘ | eg aos tt + om? ; e bg a P ™ s “~< : he 
ies Bee. “a a - s es . % F% 
| — Ey es ee > as —— | K 
itis: ‘ es ee ae ‘ a at | 
. + te fe iy Id 
aa ie pte 4 ae os 
a | 4 ae —=~=—hl(‘<‘é a 
2 | is i ee ee ; Po > al 
. | ‘ od ae aes y : 4 nec. | 
iif “2 og) eae : : » 
| | — — I 
EEE ¢ 
. ee i de 
ee ———rererreSsesesSFSS—>_—e——s—V—r eee git 
= ———— ——————— ——$—$—$—$—$$—$—<——$—$————————————— by 
| th 
| a ce 
Ce Ca 
| ses 
| Be é 
let 
| ‘ 
ers 
| 
: the 
e 8 | 
ens ma 
si faa 3 tie 
: 7 4 ‘ 
7 tio 
#8 bu 
IP tai 
suai agi 
: rel 
eC | Zo 
| suc 
} dri 
det 
bu 
| . wh 
an 
he 
Sta 
| wh 
by 
| | ~ 
| tak 
20 
| “ 
wh 
| — rd 
tie 
eee tor 
= giv 
ee eer re re re rs rs rs rr ee ee ee ee ee ee ee ee ee ee ee ee PO a a a _ ! ad 
ig bus 
tha 
_ effi 
! », J cos 
ee qi . 
ee | 7 7 | 
: Tq 
Pe a a O*N fo 
; - 80) 
E, : ans a . ee “ a oe 4 
lf é 2 a ee sé one +o ae . a ee &, iS v, $ : © os * «ys as ate a 
SSeS h 
FS ee » 
. : ‘ : . : . . : ; - 
ee 
ae 


wen 


ynly 
tua- 


re 


has 
ruty 


ago, 
ptail 


99 


January 25, 1930 
ee 


Uses One Paper to 
Overcome Eastern 
Dress Prejudice 


Spokane, Jan. 24.—Approximately 
$10,000 will be spent by the Edwards 
Manufacturing Company of Spokane, 
makers of “Miss Spokane” wash 
frocks, in advertising in 1930. All 
of the space, 3,000 inches, will go 
into Style Sources, a Fairchild publi- 
cation. ; 

B. J. Hebert, president of the com- 
pany, is directing the advertising 
campaign, which is the firm’s first 
venture in the publication field. The 
first advertisement, two-thirds of a 
page, appeared in the January 2 issue 
of Style Sources. This was followed 
by a one-third page in the issue of 
January 20. The same space pro- 
gram will be followed monthly until 
July 3. 

“I am not advertising for immedi- 
ate results,” Mr. Hebert said. “It is 
my aim to break down the Eastern 
resistance to Western products by 
educational advertising and this will 
take time.” 

Mr. Hebert also has launched an 
inexpensive radio campaign over sta- 
tion KGA, Spokane. On February 1 
he will begin broadcasting over 
KF YR, Bismark, N. D.; KF BB, Great 
Falls, Mont.; KFJI, Astoria, Ore.; 
KGIR, Butte, Mont., and KID of 
Idaho Falls, Idaho. These will be 
individual station broadcasts. 


Rebates Hiding 
UnderAdvertising 
Cloak, Is Charge 


That food manufacturers are un- 
dermining the brokerage system by 
giving secret rebates was charged 
by Willis W. Johnson, president of 
the National Food Brokers’ Asso- 
ciation, in addressing the National 
Cangers’ Association at its opening 
session at the Stevens Hotel, Chi- 
cago, January 20. 

Mr. Johnson read the following 
letter from a prominent packer: 

“The method of secret rebates in 
the form of brokerage to direct buy- 
ers is only the starting point of an 
evil which is not only threatening 
the brokerage fraternity, but the 
manufacturer, with dire potentiali- 
ties. 

“Certain merchandising organiza- 
tions with large buying power which 
buy from manufacturers have ob- 
tained the ‘right’ to receive broker- 
age, which is really a price conces- 
sion and not a payment for services 
rendered. They are endeavoring to 
go a step further and some have 
succeeded. 


“With specific reference to the 
dried fruit industry, these further 
demands are the insistence that the 
buyer will, first, name the price at 
which he will buy the commodity, 
and second, the terms under which 
he will buy it. 


“The first abuse has in some in- 
stances been carried to the point 
where the manufacturer is controlled 
by the buyer. The second has broken 
down trade practices which it has 
taken the dried fruit industry over 
20 years to establish. 

“The far-seeing manufacturer sees 
what is in store for him unless there 
is curtailment of the present prac- 
tice of allowing secret rebates in one 
form or another. These rebates are 
given under the guise of brokerage, 
advertising allowance, etc., etc.” 

Mr. Johnson said it is the broker’s 
business to know his market and 
that he serves the fool manufacturer 
efficiently and with a minimum of 
cost. 


Printers to Advertise 


Toronto, Jan. 20.—Members of the 
Toronto Typothetae Association have 
formed the Advertising Printers’ As- 
sociation of Toronto, and will launch 
a campaign to boost printing sales. 
Blotters will be utilized to carry a 
brief message telling what printing 
has done for those who use it wisely 
and well. They will be mailed to ap- 
proximately 2,000 names each week. 


B. J. Hebert 


Texas Insurance 
Campaign Arouses 
InterestinLondon 


Dallas, Jan. 23.—A favorable report 
on results of a co-operative advertis- 
ing campaign conducted by Texas 
Life Insurance Companies, an asso- 
ciation of legal reserve life insurance 
companies of Texas, has reached Eng- 
land, and it is likely that a repre- 
sentative of several large London life 
insurance companies will be sent to 
Texas to make a detailed study of 
the campaign, said Lorry Jacobs, ad- 
vertising director for the association. 

Through Lawrence Cathles, for- 
merly vice-president and actuary of 
the Southland Life Insurance Com- 
pany, and now president of the North 
American Reassurance Company of 
New York, the English companies 
have expressed their interest in the 
campaign as a result of a study of 
folders sent them by Mr. Jacobs. 

“IT think the whole get-up is very 
attractive, and I am filled with envy 
to think that the companies of Texas 
can manage to arrange a joint adver- 
tising scheme when we in London 
are not able to do so,” said an ex- 
cerpt from a letter signed by William 
Penman of London. 

Texas Life Insurance Companies 
based its campaign on the slogan, 
“What Texas Builds—Builds Texas.” 
Various mediums are used, with spe- 
cial attention to newspapers, and with 
the aim of building public interest 
in and good will toward life insur- 
ance. 

Companies in the association are 
American Life, Great National Life, 
Harvester Life, Southland Life and 
United Fidelity Life, Dallas; Alamo 
Life, San Antonio; American Provi- 
dent Life and Seaboard Life, Hous- 
ton; Amicable Life and Texas Life, 
Waco; Security Life, Wichita Falls; 
San Jacinto Life, Beaumont, and 
Southern Union Life, Fort Worth. 


Individual Exports High 

George Jordan, president of Jordan 
Advertising Abroad, New York, ad- 
dressed the advertising and selling 
class of the New York Advertising 
Club Monday night. 

“Eighteen per cent of all American- 
made motor cars are exported,” said 
Mr. Jordan, “as are 14 per cent of all 
American sewing machines and 44 
per cent of all American typewriters 
and accessories. 

“One of the manufacturers of razor 
blades exports 35 per cent of his pro- 
duction and a face cream maker ex- 
ports 44 per cent of his output. A 
baking powder company sells 30 per 
cent of its product to other coun- 
tries.” 


Advertising Can’t Win 

Over Poor Salesmanship 

Madison, Wis., Jan. 23—Not less 
national advertising, but better retail 
selling, was advocated by Harry J. 
Hirsch, merchandise manager of The 
Chicago Tribune in an address before 
the Madison Advertising Club. 

“One lazy, indifferent, ignorant, 
or ill-mannered retail salesman can 
drive away more business than a two- 
column advertisement can attract 
over any given period,” said Mr. 
Hirsch. 


ADVERTISING AGE 


Foreign Pirating 
of Trade-Marks 
Hit by New Bill 


Washington, Jan. 24——Tendency of 
pirates in foreign countries to cap- 
italize on advertising of American 
products by registering American 
trade-marks in their own countries, 
would be minimized by the bill of 
Representative Albert Vestal of Indi- 


ana (H. R. 2828), looking to the sim- 
plifying and codifying of the trade- 
mark laws of the United States. 

The conditions under which for- 
eigners may register American trade- 
marks in their own countries, and 
benefit thereby, are due to the pro- 
cedure, involving delay, necessary in 
the registering of marks in this coun- 
try. In foreign countries, the House 
Committee on Patents was told, the 
trade-marks become effective with 
registration. 


In this country, association of the 
mark in question with the merchan- 
dise to which it applies is necessary 
before registration becomes effective. 
In the pending bill, Americans would 
be able to register their marks more 
speedily, and thus be in a position 


Will This Salesman 
Handcuff Space Buyers? 


Salt Lake City, Jan. 23— 
Harry S. Anderson, until re- 
cently chief of police of Ogden, 
Utah, has been appointed ad- 
vertising director of The West- 
erner, monthly magazine of 
this city. Mr. Anderson is not 
new to advertising, having 
been in the outdoor field at 
one time. 

The Westerner has taken 
over The Utah Farmer, hith- 
erto published by the Deseret 
News. 


to obtain registration in foreign coun- 
tries much more promptly, possibly 
offsetting the efforts of foreigners to 
anticipate their actions. 


During the Seventieth Congress, a 
bill which was identical with that of 
Representative Vestal passed the 
House of Representatives, and was 
favorably reported for passage by the 
Senate Committee on Patents, but 
due to legislative conditions in the 
Senate failed to get through that 
body. Sentiment indicates that the 
Vestal bill or some like measure will 
be passed by both Houses during the 
present Congress. 


Germany Good Market for 
Men’s Low-Priced Shoes 


Washington, Jan. 23.—Germany is 
now a good market for American 
shoes made to sell at $4.50 or less, 
according to a report received by the 
Department of Commerce. The broad 
toe style in men’s shoes is gaining 
favor in Germany and is being fol- 
lowed by German manufacturers. 

The report, “Boots and Shoe In- 
dustry and Trade in Germany,” may 
be secured from the Bureau of For- 
eign and Domestic Commerce, or any 
district office. 


Give Oil Burner Plans 


Sales plans of the Hart Oil Burner 
Company, Peoria, Ill., involve a con- 
certed drive for dealers, elaborate 
direct mail co-operation with dealers 
and salesmen, sales education and 
other sales helps. 

L. A. Welch has been elected presi- 
dent and general manager. R. S. 
Bohn, president of Preferred Utilities 
Company, New York, and George L. 
Luthy, vice-president of the Mer- 
chants and Illinois National Bank of 
Peoria, have been made vice-presi- 
dents. 


Will Edit “Electric 
Refrigeration News” 
William Jabine has been appointed 
editor of Electric Refrigeration News, 
Detroit. He has been editor of Trunks 
and Leather Goods. 


markets. 


textiles? 


Data Book. 


etc. 


A Complete Reference Work 
for Advertisers 


The Market Data Book for 1930, just off the press, 
should be in the library of every advertising manager 
and agency executive. Here, in one convenient volume, 
is assembled detailed information on a hundred major 


Do you want to know how many retail outlets there 
are for gasoline? It’s in The.Market Data Book. Do 
you want to know what section produces the most 
It’s in The Market Data Book. Or how 
much steel is used by the automotive industry .. . or 
how many shoe dealers there are in the country ... or 
how materials flow through a heavy clay products 
plant, in terms of equipment ...? It’s in The Market 


All this, in a single volume, carefully indexed and 
classified, and with a complete directory of business 
publications covering these markets, with all essential 
data on rates, mechanical requirements, circulation, 


You can have this vital reference work FREE. Let us 
enter your order for one year’s subscription to Class 
& Industrial Marketing—the national spokesman of 
specialized advertising and sales—and we 
you immediately this great reference work. 


Send today before the edition is exhausted. 
scription price is $2 a year. 


THE MARKET DATA BOOK 


537 South Dearborn Street 


will send 


The sub- 
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Wom en in 
Advertising 


Irene Scott Dicklow 


Concentrate on the things that will 
make the most money for the effort 
expended—and with the least over- 
head. That's the big idea that caused 
Irene Scott Dicklow, owner and op- 
erator of an advertising agency in 
Dallas, to forsake a place at the ad- 
vertising manager’s desk in a depart- 
ment store to enter the agency field. 
And having established her agency 
in a strong position, Mrs. Dicklow 
forsook again—this time to the gen- 
eral service field. Now her agency 
specializes in syndicated mat serv- 
ices and direct-by-mail. 


Mrs. Dicklow, still in her thirties, 
has twenty years of advertising and 
newspaper experience. During fif- 
teen of those years her energies were 
devoted to the newspaper and adver- 
tising professions. She calls those 
years her “background,” and they in- 
clude the advertising managership of 
a men’s wear store, community chest 
and financial campaigns, the adver- 
tising directorship of a chain of 
weekly newspapers, the direction of 
copy and plan for a firm of advertis- 
ing printers and publishers, and the 
advertising managership for a de- 
partment store, from which she 
stepped into agency accounts and 
thence into her present sphere. 


Born some thirty years ago in Ala- 
bama. Educated in Texas. For the 
last five years a resident of Dallas. 
That is a thumbnail sketch that 
gives no insight to the personality 
about which it is written. 


“I settled in Dallas because one 
can live more leisurely here,” said 
Mrs. Dicklow. “I have a real coun- 
try home within twenty minutes of 
my office.” 


As to what brought her decision to 
specialize, Mrs. Dicklow said: 


“In Dallas, as in every other city, 
there is ‘an over-abundance of 
agencies doing advertising service 
work. Keen competition in this line 
makes it difficult to charge what an 
account is worth, so I decided to con- 
centrate on the things that will 
make the most money for the effort 
expended—and with the least over- 
head. 


“We have held several accounts in 
order to keep in touch with local 
retailing, sectional merchandising 
and with all the advertising and 
newspaper fraternity. 

“Last year I traveled from San 
Francisco to New York and from 
Duluth to Corpus Christi, Texas, vis- 
iting twenty states, making con- 
tracts, surveys and opening channels 
for follow-up on the material later 
to be sold.” 


Now “Country Home” 


Beginning with its February issue, 
Farm « Fireside, New York, will ap- 
pear as The Country Home. A new 
dress has been given the publication 
by the Crowell Publishing Company, 
wnich has made other numerous im- 
provements, “in line with the strides 
rural people have made in the last 
ten years.” 


N.B.C. Denies It 
Will Enter Field 
of Wax Records 


New York, Jan. 24—An official de- 
nial has been entered by the National 
Broadcasting Company, following re- 
ports, given wide circulation, that it 
would enter the wax record broad- 
casting field. National's policy has 
not been changed, nor has the com- 
pany contemplated any revision, it 
was asserted. 

Wax records are being used in in- 
creasing numbers by national adver- 
tisers, because of the time element. 
An advertiser wishing to reach the 
public at the dinner hour, for in- 
stance, has difficulty in doing so over 
a chain, because of the variation in 
time in different parts of the coun- 
try. 

By the use of records, advertisers 
may reach listeners in any given ter- 
ritory at any desired time. The man- 
ufacture of records has reached a 
stage of near perfection, and the only 
drawbacks to this system are the 
facts ‘that the station must announce 
that the program is being presented 
mechanically and the difficulty of 
checking delivery as contracted. 

Another advantage of the wax rec- 
ords is that the desired presentation 
of the advertising message is assured, 
proper inflection and wording being 
automatic. 


Start Pie Campaign 


The Pie Bakeries of America, Inc., 
bakers of Mrs. Wagner’s pies, with 
plants in Newark, Brooklyn, Detroit, 
Chicago and Batlimore, began the 
use of radio advertising on January 
22, the schedule calling for two 15- 
minute broadcasts every week over 
WJZ, New York. 

This medium supplements a two- 
paper newspaper campaign in each 
city placed by Ewing, Jones & Hig- 
gins, advertising agency of New 
York. 


Jewel to Manage Club 


Aluminum 


The Jewel Tea Company has as- 
sumed executive management of the 
Club Aluminum, Chicago. The prod- 
ucts of both companies are distrib- 
uted direct to the consumer. Herbert 
J. Taylor, Jewel Tea vice-president, 
has been elected president of Club 
Aluminum, 


Philadelphia Printers 
Get Raise 


To avoid a unionizing campaign 
scheduled for next spring, Philadel- 
phia master printers conducting open 
shops have agreed on a new wage 
scale embodying an increase of $2 a 
week to compositors and pressmen 
and $1 to feeders and proofreaders. 


Buntman Recovering 


Milwaukee, Jan. 23.—Irving C. 
Buntman, secretary of the News- 
paper Advertising Executives Asso- 
ciation and advertising manager of 
the Milwaukee Herold, German daily 
newspaper, is convalescing following 
an operation for appendicitis. Mr. 
Buntman was chairman of the local 
“On to Berlin Committee.” 


Ward on Radio 

The Ward Baking Company, New 
York, is the latest entrant into radio 
advertising, having inaugurated a 
Thursday half-hour program over 
WABC and the Columbia Broadcast- 
ing System. The campaign is in be- 
half of Tip Top bread and supple- 
ments newspaper advertising in the 
Eastern district. 


Account to Wales 


The International Products Cor- 
poration, New York, has placed its ad- 
vertising account with the Wales Ad- 
vertising Company of that city. Wil- 
liam R. Cross is the account executive 
in charge of the campaign, in which 
magazines and newspapers will be 
used to feature Torex, a concentrated 
beef bouillon. 


Huxley Changes Policy 


New York, Jan. 23.—After using 
direct mail exclusively for 35 years, 
the Huxley Laboratories have named 
the Chambers Agency to prepare a 
campaign to run in the general mag- 
azines. Bet-u-lol liniment will be 
featured. Stanton W. Ballard is ad- 
vertising manager. 


Walter H. Johnson, Jr. 


Frederick B. Heitkamp, who has 
been advertising and assistant sales 
manager of the Cincinnati Milling 
Machine Company, Cincinnati, has 
been appointed general sales man- 
ager. He succeeds Walter W. Tange- 
man, who has been made vice-presi- 
dent. 

Mr. Heitkamp conceived and exe- 
cuted the industrial advertising cam- 
paign which won the silver cup of- 
fered by Class & Industrial Marketing 
in 1928. 


Southwest Spends $640,000 


Dallas, Jan. 23.—The Southwest 
spent $640,000 for community adver- 
tising in 1929, according to figures 
announced by George B. Latham, 
president of the Dallas Advertising 
League. 

Dallas spent $150,000; San Antonio, 
$130,000; New Orleans, $100,000; Ok- 
lahoma, $85,000; Hot Springs, $60,- 
000; Galveston, $45,289; Tulsa, $27,- 


500; El Paso, $22,100, and South 
Plains, Inc. (Lubbock, Texas), $22,- 
000. 


Opens Detroit Office 


Paul Grant, formerly director of 
the mail order department of the 
Campbell-Ewald Company, Detroit, 
has opened a Detroit office for Faxon, 
Inc. C. E. Drake and E. G. Nickerson 
have joined the staff of the local of- 
fice, handling service for Fireside In- 
dustries, the Fyr-Fyter Company, the 
Milson Company, the Scher-Hirst 
Company and Food Display Machin- 
ery Corporation. 


Promoted by Metropolitan 


A. L. Cawthorn-Page has succeeded 
the late A. G. Bradley as manager of 
the Metropolitan Life’s publicity divi- 
sion in Canada. He is president of 
the Life Insurance Advertisers’ Asso- 
ciation of Canada and was formerly 
advertising manager of the Continen- 
tal Life Insurance Company, Toronto. 
C. E. Robertson, general superintend- 
ent of the latter, has assumed Mr. 
Cawthorn-Page’s former duties. 


Plan Aviation Scholarship 

An aviation scholarship for a Pitts- 
burgh woman will be financed by the 
proceeds of the Adsters’ and Artists’ 
frolic and costume ball to be held at 
the William Penn Hotel, Pittsburgh, 
January 31. The ball is sponsored 
by the Women’s Advertising Club, 
and Mrs. Norrie Passino, vice-presi- 
dent, is general chairman. 


“Telegram” Changes Policy 


One of the oldest newspaper tradi- 
tions in Canada went by the boards, 
this week, when the Evening Tele- 
gram, second largest daily in To- 
ronto, devoted both its front pages 
to news. Since it was first established, 
this paper has consistently devoted 
the front page of its second section 
to classified advertisements. 


Doob with Loew 


Oscar Doob, who has been adver- 
tising manager of the Publix-Kunsky 
chain of theaters in Detroit, has re- 
signed to become advertising and pub- 
licity manager for Loew’s, Inc., oper- 
ating 600 theaters throughout the 
country, with headquarters in Detroit. 


Enters Agency Field 


Edwin O. Gale, formerly head of 
the Chicago Tribune newspaper ad- 
vertising service, has joined Carroll 
Dean Murphy, Inc., Chicago agency. 
His work will include junior contact, 
market study and copy. 


Marine Midland to 
Advertise Banks 
and Communities 


Buffalo, Jan. 24.—The 1930 adver- 
tising program of the Marine Mid- 
land Corporation calls for copy in 
three national magazines, smaller ad- 
vertisements in a number of bank 
publications and the appearance of 
full-page advertisements in daily and 
weekly newspapers serving the fif- 
teen communities in which Marine 
Midland Banks are located. 

The Marine Midland, formed re- 
cently, is a corporation comprising a 
group of seventeen banks in New 
York State. These banks, many of 
them with 50 to 75 years of honor- 
able service behind them, have joined 
hands to keep pace with the prog- 
ress of business, whose needs are no 
longer limited by city and county 
lines. Each bank maintains its local 
identity, retaining every advantage 
which local officers and local direc- 
tors can give. 

Walter H. Johnson, Jr., vice-presi- 
dent of Marine Midland, said: “Our 
first advertisement appeared in the 
December 28 issue of The Saturday 
Evening Post. We have already re- 
ceived many favorable comments on 
the type of copy employed. This copy 
is typical of the other nine adver- 
tisements to appear in that publica- 
tion during 1930. 

“This particular advertisement pub- 
licized several of the leading manu- 
factories of Rochester, only a_por- 
tion of the copy being devoted to the 
Marine Midland bank and the names 
of the seventeen banks that comprise 
the Midland group. It gave a short 
explanation of the reason for exist- 
ence of the Marine Midland Corpora- 
tion. 

“In addition we will use Review 
of Reviews and Time. 

“Unlike The Saturday Evening Post 
copy, which advertises the cities in 
which our banks are located, our 
advertisements in Time will point out 
the advantages of regional banking. 
We shall urge national concerns to 
use our banks for business done in 
the respective banking areas. 

“Our copy in Review of Reviews 
will be similar to that carried in the 
Post, advertising communities not 
contained in the Post roster. 

“Tieing-up with this national copy 
is our local advertising, which will 
be directed to residents of the fifteen 
communities in which our banks are 
located. Each advertisement will 
carry the name, or names of Marine 
Midland banks located in those com- 
munities. 

“We hope to catch newspaper read- 
ers’ eyes with illustrations that will 
occupy more than half the page.” 

Some time ago the Marine Trust 
Company, now a member bank of the 
Marine Midland Corporation, adver- 
tised Buffalo in a national medium. 
This was the first time that a local 
institution had advertised the city of 
Buffalo. 

The campaign is designed not only 
to draw more local business to the 
banks but to induce manufacturers 
and others to locate branch offices 
or plants in New York State. 

“A bank is not much different than 
any other commercial institution,” 
said Mr. Johnson. “It has to mer- 
chandise itself. It has to give serv- 
ice. It has to advertise for maxi- 
mum results. 

“We are advertising what we have 
to offer—service. Our plan is to ac- 
quaint everybody. with our merchan- 
dise—banking facilities.” 

The campaign is being placed by 
the Buffalo office of Batten, Barton, 
Durstine & Osborn. 


Talks on Ice Cream 


“Fitting Ice Cream Into the Picture 
with Other Foods” was the theme of 
an address before the Dayton Adver- 
tising Club on January 15. The 
speaker was R. N. Barrett, of McKee 
& Albright, Philadelphia advertising 
agency, who gave the results of sur- 
veys made by his company. 


Goes to Doremus 


James Davis, formerly of the New 
York office of Batten, Barton, Dur- 
stine & Osborn, has joined the staff 
of Doremus & Co., Boston. 


MADE MANAGING DIREC- 
TOR 100,000 GROUP 


L. M. Barton 


Barton to Retain 
His Connection 


With Daily News 


Leslie M. Barton, for the past four 
years advertising director of the 
Chicago Daily News, has been made 
managing director of the 100,000 
Group of American Cities, Inc., of 
which he has been secretary-treasurer 
ever since it was established in 1924. 
Mr. Barton has already taken hold 
of his new position. 

The 100,000 Group has a member- 
ship of 71 daily newspapers in lead- 
ing cities of the country. It is a cor- 
poration organized not for profit, and 
supplies market information and 
other data to advertisers and agen- 
cies. It recently issued a handsome 
volume giving facts and figures on 
the urban markets of the country. 

Mr. Barton was formerly with the 
Detroit advertising agency of Mce- 
Kinnon, Marsh & Cushing. He helped 
to found the 100,000 Group, of which 
Walter Strong, publisher of the Chi- 
cago Daily News, is president. Mr. 
Barton retains the title of associate 
advertising director of the Chicago 
Daily News. J. N. Shryock is busi- 
ness manager. 


White’s New Accounts 

The following accounts are now be- 
ing handled by the Frank B. White 
Company, agricultural agency of Chi- 
cago: 

Universal Remedies Company, 
Springfield, Ill.; Standard Products, 
Ine., Quincey, Ill.; Lincoln Hatchery, 
Lincoln, Neb.; Townsley Hatcheries, 
Inc., Wilmington, O.; Denny’s Hatch- 
eries, Warren, O. 


Plan Annual Banquet 

The annual banquet of the Pitts- 
burgh Advertising Club will be held 
April 29. Benjamin J. Davis, Jr., is 
general chairman in charge of plans. 

The banquet will be a feature of 
the club’s third annual exhibit, to 
be held in Kaufman’s Auditorium 
April 28 to May 2. 


Get Government Expert 

J. W. Millard, chief business spe- 
cialist, domestic commerce division, 
Department of Commerce, Washing- 
ton, has resigned to become director 
of research for Erwin, Wasey & Co., 
Chicago agency. He was chief in- 
vestigator in the Louisville grocery 
survey. 


McCormick in Type Field 

R. K. McCormick has joined the 
American Type Founders Company 
branch at Denver. He is a member 
of the Advertising Club of Denver 
and on the roster of the “100 Per 
Cent Club” of that organization, made 
up of those who have a perfect at- 
tendance record. 


Condemn Sunday 
Advertising 


Toronto, Jan. 20—‘‘Sunday adver- 
tising by radio” was condemned in a 
resolution presented at the annual 
meeting of the Ontario Lord’s Day 
Alliance, held here today, by Dr. W. 
R. Young, of Hamilton. 


Has Industrial Specialist 

Talbot C. Hatch, specialist in in- 
dustrial advertising, has joined the 
Dyer-Enzinger Company, Chicago, as 
account executive. 
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January 25, 1930 


ADVERTISING AGE 


“Health’’ Prohibited 
in Food Advertising 
by Government Ruling 


(Continued from Page 1) 
agent from among the advertise- 
ments.” 
Appeal Is Limited 

It is good business as well as good 
ethics, the speaker continued, to 
eliminate the cant from advertising. 
The flood of copy which has urged 
this and that commodity on the pub- 
lic as “healthy” has automatically 
limited the appeal to the compara- 
tively small circle of semi-invalids, 
and has ignored the millions of 
strong, normal men and women who 
take keen delight in the joys of the 
table. 

“The tendency to take advantage 
of popular misunderstanding of the 
science of nutrition in advertising 
and labeling has been observed in 
our work under the food law with 
a growing amount of misapprehen- 
sion,” said Dr. Dunbar. 

“We recognize fully the right of 
any manufacturer to claim for his 
commodity any virtue which it truly 
possesses. 

“We do not recognize his right to 
mislead the purchaser or to base his 
claims on half-baked or half-under- 
stood pseudo-scientific discoveries. 

Supreme Court Ruling 

“Label representations regarding 
health-giving properties or vitamin 
content which are not borne out by 
the actual facts can only be regarded 
as in contravention of the law. It 
must not be forgotten that the Su- 
preme Court has held that state- 
ments which may deceive through 
indirection or ambiguity are within 
the ban of the statute. 

“Therefore it must be held that 
indirect or sweeping statements im- 
plying the presence of significant 
amounts of all the vitamins are con- 
trary to the statute unless these rep- 
resentations are literally true.” 

Dr. Dunbar explained that the jur- 
isdiction of his department is con- 


. fined to the label of the package and 


+ 


any literature accompanying it. 


Misstatements in advertising in other 


mediums come under the sway of the 
Federal Trade Commission, which, as 
pointed out in the January 18 issue 
of ADVERTISING AGE, is co-operating 
with the Food and Drug Administra- 
tion. 

Dr. Barton divided “health-giving” 
products into three classes and said: 
Names Three Classes 
“The first of these includes whole 
wheat, rye, oats, bran and mixtures 
of these. Valuable as these grain 


products are to the diet, they are 


misrepresented when curative prop- 
erties are claimed for them and when 
the maker says they provide ‘life- 
iving vitamins in their tasty nat- 
Seal state.’ 

“The tendency to exaggerate the 
merits of cereal breakfast foods and 
‘health foods’ has received the in- 
creasing attention of the administra- 
tion in an effort to keep statements 
regarding them in strict conformity 
with fact. Indiscriminate use of the 
word ‘vitamins’ in labeling may be 
impressive but it must be proved 
that vitamins are in the product if 
the manufacturer is to avoid a 
charge of misbranding. 

“Waters, mineral or mineral im- 
itated, are sold by health resorts 
or promoters who attempt to con- 
vince the consumer that by their use 
at home the same benefits may be 
secured as by staying at the resort 
and following a proper diet and tak- 
ing rest. Enthusiastic and glowing 


“accounts of the merits of these wa- 


ters are frequently exaggerations. It 
is the purpose of the Food and Drug 
Administration to insure not only 
truthful labeling of these products, 
but also their purity and freedom 
from contamination of every descrip- 
tion. 
Drugs in Food 

“The third general group of so- 
called ‘life-giving’ products includes 
candy containing calcium, salt, con- 
taining iodin, food materials with 
Phosphates added, bread containing 


LeQuatte Joins 
AFA as Executive 
Vice-President 


New York, Jan. 24.—The office of 
executive vice-president has been 
created by the Advertising Federa- 
tion of America, and T. W. LeQuatte 


carrot flour, crackers containing 
senna, a laxative drug, and chewing 
gum containing phenol phthalein, a 
coal tar cathartic. There are some 
parts of the country, notably in the 
north central States of the Missis- 
sippi valley, where the water and 
vegetables are deficient in iodin, and 
where the use of salt containing 
iodin has been held to be beneficial 
in the prevention of simple goiter, 
but the general use of iodin in salt is 
not only unnecessary but may be 
harmful. In some cities where the 
water supply is deficient in iodin the 
addition of this element to the water 
has become a community project. 

“During the past few months the 
administration has been giving atten- 
tion to the merits of the newly intro- 
duced irradated food products which, 
it is claimed, give the anti-rachitic 
vitamin D to the diet. Certain prod- 
ucts when exposed to ultraviolet rays 
become activated, developing anti- 
rachitic properties. But ordinary 
sunshine is rich in ultra-violet rays 
and provides vitamin D in abund- 
ance. The use of a drugged food, 
therefore, is needless to persons get- 
ting plenty of sunshine, the admin- 
istration holds.” 

Truth Is Permissible 

Professor Eddy confessed to a feel- 
ing of sympathy for advertising 
copyrighters and said their tasks 
would be simplified if they would 
bear in mind the fact that: 

“Truth is always permissible.” 

Dr, Fishbein criticised manufac- 
turers of automobiles and automatic 
refrigerators for marketing their 
products before they had been tested, 


with the result that many deaths 
were caused by carbon monoxide and 
methyl chloride. 

“Proper research preceding the 
marketing of these products would 
have prevented these deaths,” as- 
serted Dr. Fishbein. 
| Miss Bane said that advertising 
{has out-stripped production of foods 
and that the contents of the can fre- 
quently fail to live up to the illus- 
tration on the label. 


KEEPING BRIGHT LIGHTS 
BRIGHT 


Safety device developed for the 
Cleveland plant of the Westinghouse 
Electric & Mfg.-Co., giving access to 
the 1,400 lamps illuminating the 12- 
foot letters. The sign is arc-welded. 


Joins Campbell-Ewald 


Frank J. Mooney has joined the 
copy staff of the Campbell-Ewald 
Company, Detroit agency. He came 
from the D’Arcy Advertising Com- 
pany, St. Louis, where he handled 
the Gardner and Moon accounts. 


Joins Chicago Advertiser 


Carl F. Propson has been appointed 
aavertising and sales promotion man- 
ager of the Scholl Manufacturing 
Company, of Chicago. He was form- 
erly advertising manager of the Cros- 


ley Radio Corporation, Cincinnati. 


Tim LeQuatte 


named to fill it, President C. C. 
Younggreen announced today. 

Mr. LeQuatte will make his head- 

quarters in the Commerce Building, 
Milwaukee, where he will be in close 
touch with Mr. Younggreen. 
The new office was created largely 
through the instrumentality of Wal- 
ter Strong, publisher of the Chicago 
Daily News, and chairman of the 
board of the A. F. A. 

President Younggreen’s announce- 
ment said; 

“I have long been convinced that 
adequate fulfillment of Federation 
activities calls for a greater burden 
of service than can properly be 
asked from the chairman of the 
board or the président. 

“The creation of this new 
is a definite enlargement 
work. Mr. LeQuatte will contact the 
advertising clubs of the Federation. 
It is humanly impossible for me to 
accept all of the invitations received. 
Mr. LeQuatte will substitute for me 
in a number of places.” 

Mr. LeQuatte has held every of- 
fice in the Federation except that of 
president. 


office 


Coming 
Conventions 


Jan. 27-29—Board of directors of 
Pacific Advertising Clubs Assn. at 
Portland, Oreg. 

Feb. 3-5—Telephone Supervisors 
Conference of Classified Advertising 
Managers at Schroeder Hotel, Mil- 
waukee. 

Feb. 4-5—Outdoor Advertising 
Assn. of Northern States at Nicollet 
Hotel, Minneapolis. 

Feb. 6-7—Outdoor Advertising 
Assn. of Indiana at Lincoln Hotel, 
Indianapolis. 

Feb. 28-March 1—Fifth District, 
Advertising Federation of America, 
at Battle Creek, Mich. 


McLaren, Walker, 


Promoted 
J. A. MeLaren, vice-president of 
Campbell-Ewald, Ltd., Toronto 
agency, for four years, has been 
appointed general manager. Bradley 
Walker has been made vice-presi- 
dent. 


Buy Holorib, Inc. 

The Detroit Steel Products Com- 
pany, Detroit, maker of Fenestra steel 
windows, has purchased Holorib, Inc., 
of Cleveland, including patents to 
Holorib insulated roof deck. 


Leaves Outdoor Field 


Frederick A. Goddard, who has been 
with the General Outdoor Advertis- 
ing Company, has become an account 
executive with Charles Austin Bates, 
Inc., New York agency. 


“BERLINERS” INVITED TO CHICAGO 


Eee 


“CRUISE” 


-_~~~~w~er~ Heave Ho, my Mates) ~~ ww Se 


Raise the gangplanks and we'll point for the lands 
the advertising conventions. 


Seven bells, Tuesday night, January 28, we're aboard 

the S. S. Medinah Athletic Club and all is well. 

Weigh anchor, there's ballast (eats) in the hold and 

we're headed S. E. by E., calm sea and a moderate 

breeze, bound for “A review of events’ of last 
summer's conclave. 


First table, followed by a few reminiscences, con- 
vention “movies” and dancing in the social hall 


Passports, $4.00, required in advance as per the 


of our 


First Mates—O. C. Harn 
E. A. Gebhardt 


Foreign Pilot—C. A. Tupper 


enclosed card. 


Yo! hol my lads Yol hol 


THE SKIPPER AND HIS CREW 
Commodore—Homer J. Buckley Port Watch Mates—Bernice Blackwood 


Mary Derbyshire 
Ruth Procter 


2. S. London mates, Berlin mates, and all others who 
™ want to join us in this social cruise are invited. 


x 
Unique invitation issued for Chicago dinner-dance and review 
of 1929 convention 


PROMOTED BY 
MILWAUKEE JOURNAL 


Irwin Maier 


Milwaukee, Wis., Jan. 24.—Ap- 
pointment of Irwin Maier as adver- 
tising manager of the Milwaukee 
Journal to succeed Thomas P. Col- 
lins, has been announced by that 
daily newspaper. During the past 
three years Mr. Maier has been man- 
ager of the local display advertising 
department of the Journal. He came 
from the Capital Times, Madison, 
Wis., where he had been advertising 
manager. 


Joins Albert Frank 


George Carlton Adams, for many 
years connected with the advertising 
and merchandising departments of 
L. P. Hollander & Co., Boston and 
New York, has joined the new busi- 
ness department of Albert Frank & 
Co.’s Boston office. 


Plan Industrial Campaign 


The Parkersburg, W. Va., Rig & 
Reel Co., manufacturer of oil well 
drilling and pumping equipment, has 
appointed the Thomsen-Ellis Com- 
pany, Baltimore, to direct its adver- 
tising. 


Places Flower Business 


_.W. I. Tracy, Ine., advertising 
agency of New York, has been ap- 
pointed by Totty’s, florists of Madi- 
son, N. J., and New York City. 
Newspapers and magazines wili be 
used. 


“Hotel World” in A. B. C. 


Hotel World, Chicago, has been ad- 
mitted to full membership in the 
Audit Bureau of Circulations. A pub- 
lisher’s statement for the six months 
ended December 31 has been released. 


Starts Denver Business 

R. J. Betts, well known member of 
the Advertising Club of Denver, has 
opened an office in that city to serve 
as an advertising counselor. 


Hazard Promotes Baker 

Don Baker, art director of the 
Hazard Advertising Corporation, New 
York, has been elected vice-president. 


Promoted by Ramsay 


George A. McComas and Frank E. 
Chizzini have been made vice-presi- 
dents of the Robert E. Ramsay Or- 
ganization, Philadelphia. 


Advertising, Publicity or Edi- 
torial Manager, or Assistant, or 
Copy Writer—12 years’ varied 
exp., inc. merchandising. Now 
ass’t adv. and bus. mgr. nat. 
mag. Gentile, 33 years old. Box 
1, Advertising Age. 


THE LETTER SHOP, Inc. 


handles all work connected with 
Direct-by-Mail Advertising 


Telephone Wab. 8655-8656 


440 S. Dearborn St. Chicago 


Over 5,000 industrial execu- 
tives who each annually direct the 
handling of an average of 506,- 
000 tons of merchandise and 
materials, and over 2,200 trans- 
portation executives read the 
TRAFFIC WORLD. 


CATILC 
or 


H. W. KELLOGG, Adv. Mgr. 
418 S. Market Street 
Chicago, IIl. 


New York Office 51 E. 42nd Street 
News Bureau Washington, D. C. 


Traffic In All Its Phases 


Material Handling, Packing, Ware- 
housing, Air, Motor, Rail and Water 


Transport. 
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ADVERTISING AGE January 25, 1920 


“What's the News?” 


—the universal demand of American business 


The primary requirement of every business 
is news—information—-upon which to base 
its plans and policies. 


The more active and progressive the in- 

dustry, the more important is news in its 

operating program—the more nearly indis- 
- pensable the news function becomes. 


Advertising is the most characteristic busi- 
ness activity in America. Advertising in 
1930 must be guided by those who are not 
only proficient, but alert; not only skillful, 
but informed. The news of advertising, 
therefore, is a vital part of the business 
equipment of every man and woman who 
must plan, produce or place advertising. 


In these pages each week we present the 
news of advertising, as a primary and 
exclusive service. We consider it an op- 


portunity and a privilege to be able to 
render it. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


537 So. Dearborn Street, Chicago New York Office: Graybar Building 
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